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Tucson COLT is a 

modern miracle of colt 

tannage, smooth-textured, 

wondrous soft . . . a keynote 

leather for the summer tempo 

to which free-stepping Ameri- 

can feet play, stroll, loll, laze, 
garden, bicycle, shop. TUCSON i 

COLT is for lined and unlined 

shoes, casual bags and belts to 

wear with slacks, sportsdresses, 

rustic suits and coats. 
TUCSON COLT is available in all 


the colors that are fashion news. 





Sterling Dibision 


ALLIED KID COMPANY 
519 WEST HUNTINGDON STREET PHILADELPHIA 








BOOT AND SHOE RECORDER 2S Se 


VOC 
&... 


FRANK M. MAYFIELD, presi- 
dent of the National Retail Dry 
Goods Association and president of 
Scruggs, Vandervoort & Barney, St. 
Louis, Mo., says: 

“More than any other great in- 
dustry in the United States, retail 
distribution is close to the every- 
day life of the American people. 


SUSTAMINIT-THLL | 7 
ENLARGE THE ~—\~, 
Ws 











Not a thing occurs which affects 
their thinking, or their well-being, 
which is not immediately reflected 
in the stores of America. 

“The Retailer, therefore, in esti- 
mating his sales, in placing his com- 
mitments, in planning expansion, 
must have continually in mind the 
broad picture of the economic 
changes which are in the making. 

“During the next year Consumer 
income will be rising more rapidly 
than the cost of living or taxes of 
the Consumer. Retail trade will 
probably expand more than indus- 
trial production as payrolls grow 
and more over-time wages are paid 


out. Thus we have a respite during 
which we should devote ourselves 
to internal operating policies, whose 
solution will be invaluable against 
the day when external factors will 
be less favorable. 

“As defense production reaches 
full speed, the problems of Retailers 
will multiply.” 
COLONEL PHILIP B. FLEMING, 
Administrator, Wage and Hour Di- 
vision, U. S. Department of Labor, 
said: 

“We had a good definition for 
‘executive.’ He was the boss of an 





establishment or a department and 
there was no doubt about it. But 
industry kept asking us about the 
important fellow in large organiza- 
tions who didn’t boss people—the 
assistant to the president, the per- 
sonnel adviser, the purchasing agent. 
He is considered an executive. He 
eats in the executives’ dining room. 
Anyway, his salary is so high that 
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if he were paid time and a half for 
overtime, he would have serious 
doubts that he earned it. 

“We took care of that fellow in 
our new definitions. We termed him 
an administrative employee. We ac- 
cepted the idea that his work is too 
important to measure in hours. But 





we asked that that importance be 
measured on the pay check. We re- 
quired that the pay check be at least 
$200 a month. This $200 a month 
is but one of the requirements to be 
met by an administrative employee. 
He must be the assistant to an ex- 
ecutive, or his work must otherwise 
be directly connected with manage- 
ment policy. His work must be non- 
manual and of a nature to require 
the exercise of discretion and inde- 
pendent judgment. 

“I advise you to read our defini- 
tion very carefully before you list 
any of you people as administrative 
employees and stop keeping track of 
their hours.” 
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WILDER BRECKENRIDGE, 
sales manager of the Bureau of Ad- 
vertising, of the American Newspa- 
per Publishers’ Association, says: 
“Let me say that we fully recog- 
nize that the standing of an indi- 
vidual store in its community can 
have an important effect on the 
audiences that its advertising se- 
cures. But don’t forget—that high 
standing was earned, not conferred. 
“The first thing for both adver- 
tisers and editors to remember is 
that ‘Par’ is never 100%. No indi- 
vidual item in a newspaper gets 
read by 100% of either men or 
women. People are self-centered; 
they read only items of specific 
interest to them at that particular 
moment. Because this is so, par 
for the advertiser may range from 





a very high figure to a very low fig- 
ure. Infinitely more women are in- 
terested in hats and hat advertising 
than are interested in washing ma- 
chines and washing machine adver- 
tising at any given time, just as 
there are more customers immedi- 
ately in the market for shoes than 
there are for garbage cans. There- 
fore, par for a hat or shoe adver- 
tisement is much higher than per- 
fect performance would be for a 
washing machine or garbage can 


advertisement.” 
* * * 


GEORGIA WITTICH, training di- 
rector of Stix, Baer & Fuller, St. 
Louis, Mo., says: 

“The Defense Program is putting 
people to work. This is a very 
happy outlook, but undoubtedly, it 
will create a much greater ratio of 
turnover in our stores this year than 
we have seen for a long time; and 
greater turnover, of course, means 
greater effort in training new peo- 
ple and greater speed in getting 
them ready. 

“First, there are the men leaving 
for actual army service. From a 
numerical standpoint, this group 
does not, for the time being, at least, 
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THE STYLE CONSCIOUS 


—E. P. Richer, vice-president of 
Hart Schaffner & Marx, recently 
said: 

"There is a vast difference between 
male and female shopping habits. For 
instance, if a woman buys a hat and 
walks down the street for three or four 
blocks and sees a hat even vaguely simi- 
lar to hers, she's furious at the store and 
at the sales person who sold it to her. 
Whereas, if a man walks down the street 
wearing a new hat and doesn’t see any 
other man wearing a hat like his he is 
mad at the store, largely because he 
thinks they duped him into buying some- 
thing tricky." 

—Up to a quite recent date this was 
also true of men's shoes—the 
average man avoiding any style 
that seemed a bit out of the 
ordinary. 

—Today, however, the picture has 
changed—for the introduction of 
sports and casual apparel has en- 
couraged the creation of new and 
"tricky" styles in men's shoes. 


— With the result that Mr. J. O. Pub- 
lic has more styles to select from 
and more occasions on which to 
wear these styles. 

—The Recorder slogan ''A Man Is As 
Smart As His Shoes" is registering 
with the men of America. 


St Ton 


President 





present a serious problem. How- 
ever, it does present a serious prob- 
lem from the standpoint of type. 
Practically all of the young men be- 
ing especially groomed for future 
promotion in our various stores fall 
in the draft-age group. We must 
remember, too, that a certain num- 
ber of this select group will not re- 
turn to Retailing. 

“There is another problem inci- 
dent to labor turnover to be solved 


specifically in the selling field. 
Higher prices are definitely expect- 
ed, and higher prices make selling 
more difficult. Coupled with the 
fact that there will be more inex- 
perienced and possibly less ade- 
quate people at work, and that the 
teaching of selling skills is, at best, 
a tough assignment, the specter of 
rising prices becomes a challenge of 
no mean consideration to training 
departments.” 
* a . 

KE. H. SCULL, president of E. H. 
Scull & Company, New York, says: 

“It is not the mark-up you main- 
tain but the mark-downs you take 
that devours the profits on medium 
priced merchandise. Numerous 
studies have shown that high initial 
mark-up, providing it is not exces- 
sive, is not concomitant with high 
mark-downs. It is a bad merchan- 
dising job that produces the reduc- 
tion losses. To bring these losses to 
a minimum for a store, we suggest 





the following policies which, how- 
ever, must be enforced with com- 
mon sense and good judgment for 
they will not apply to merchandise 
of very staple character, running 
numbers, etc. 


“1. Give each price line a normal sell- 
ing life expressed in weeks, longer early 
in the season and shorter in the latter 
part. 

“2. Mark all merchandise down that 
has passed its normal selling life unless 
there is exceptional circumstances on 
some individual items or a backward sea- 
son due to weather conditions warrants 
extending the life for another week or so. 

“3. Do not wait for normal selling life 
to expire on those styles you are quickly 
convinced are bad buys, but mark them 
down immediately. It takes courage to 
admit a mistake on a style that has been 
in stock only a few days, but that cour- 
age, in my opinion, is a great producer of 
eventual profits. 

“4. Make your first markdowns suffi- 
ciently drastic so that the merchandise at 
the price will represent a real bargain 
and be snapped up by some value-keen 
customer quickly. Thus, you will obtain 
fast the money from bad buys and can 
reinvest it in something that you hope 
will sell at full mark-up. 
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“5. Adopt a speedy second mark-down 
policy. Endeavor to clear merchandise 
as you go and not pile up mark-downs 
for large end-of-season losses. 

“6. Do not hesitate to publicize your 
mark-downs in a special place in your 
department. There are always bargain- 
hunting customers. 

“7. Use P. M.’s sparingly and before 
merchandise is marked down.” 


WELCOME -wELC Ome — 
COULDN'T | SHOW 
You fom. Fi 
IM sHoes. 





ALONG comes our old friend “Av- 
erage,” than which there is none 
more anonymous. But let the fig- 
ures lay. We'll not try to explain 
them in the light of average wages, 
rents, heat, light, etc. We only could 
wish that shoes, as a unit item sold 
in stores that major in that one 
item, might have been separated in 
the classifications. 

“Each American family spends an 
average of approximately $1,236 
annually in retail stores, according 
to a summary of retail trade issued 
by the Bureau of Census. Total 
expenditures in all retail stores in 
1939 reached $42,023,818,000. The 
following table shows the classifica- 
tion of retail stores, together with 
the average amount each family ex- 
pended in those stores for goods: 
Food stores, $310; department and 
general merchandise stores, $176; 
apparel and shoe stores, $96; fur- 
niture, household and radio stores, 
$51; automobile dealers (new and 
used cars) and automobile supply 
stores, $166; filling stations, $83; 
eating and drinking places, includ- 
ing barrooms, $104; lumber, build- 
ing materials and hardware stores, 
$80; drug stores, including foun- 
tains, $46, and miscellaneous stores, 
$124. The item of $166, expended 
for new and used cars and in auto- 
mobile supply stores, includes motor 
trucks purchased through retailers.” 

* = = 


A. W. ZELOMEK before the 30th 
Annual Convention of the National 
Retail Dry Goods Association, said: 

“For the first time in ten years or 
more we have a sellers’ market in 
many wholesale lines that promises 


to continue for some time. Almost 
overnight the Government has 
flooded the Nation’s industry with 
defense orders large enough to ab- 
sorb all of the excess capacity that 
still exists. Production in many 
lines could be expanded further, it 
is trne; but it is already at a point 
wh further expansion would 
mean employment of additional 
skilled labor—which in many local- 
ities is hard to find—or an increase 
in operating hours that would mean 
an increase in overtime payments 
or a loss of efficiency through three- 
shift operations. As a result, many 
manufacturers can get along very 


well now with a normal civilian de- 
mand without feeling any great 
necessity to go out and look for 
business. 

“This is the kind of a market in 
which retailers can expect to do 
their buying during 1941 and be- 


(11) 


yond, and it seems almost certain 
to me that delivery difficulties will 
increase rather than the reverse. 
“Retailers also tell me that they 
are uncertain about the foreign situ- 
ation. Maybe the war will end and 
then prices will decline. Or maybe 
we will become involved in the war 
and then who knows what will 





“I haven’t bothered to argue this 
point because I do not believe that 
wholesale prices in the few months 
ahead depend very much on 
whether the war ends. Maybe the 
war will end. But if it does, what 
effect can it have on a general 
wholesale price level that even now 
is only 7 per cent above the pre- 
war level and only 3 per cent above 
the low point reached last Summer. 

“My recommendation is not to let 
the foreign situation entirely domi- 
nate your thinking.” 









































































































































“Just ignore the old size and measure my foot. Today I'm 40 and | start wearing 
shoes big enough to fit me.” 











Socks with mannish clocks for wear 


with mannish clothes — important 
trend. Photos on this page courtesy 
of Scott & Williams Knitting Circular. 


Headline news in the Spring hosiery market 
are the new ribbed long lisle stockings for casual 
town and country wear. A logical development 
in the casual vogue, the first “casual” hose ap- 
peared as a country and campus style. First 
the ankle sock, then the knee-high sock—pro- 
moted last Summer as a country style, popular 
on many campuses this Fall and Winter. Just 
recently, the long plain weave lisle stocking in 
vivid colors matching gloves for resort wear. 

Now—just out—a long lisle stocking matched 
to Spring tweeds; ribbed to slenderize and flat- 
ter; suited to all ages. This new weave made 
possible by the development of an American 
made links-and-links machine. 








S6THE right colors and the correct fit,” that’s the story 
in the silk and nylon market this season. Leading manu- 
facturers are making fewer shades in their Spring lines 
and concentrating on sure-fire sellers. The Textile Color 
Card Association emphasizes “light, cheerful tones . . . 
smart new interpretations of the sun influence in 
hosiery.”” Their nine Spring colors are as follows: Flori- 


sun... a sparkling sun shade; Hula Bronze. . . a rich 
sun bronzed tone; Tropic Nude ... . a radiant suntan; 
Riosun . . . an orange-tinted sunburnt hue; Bali Beige 


Makes Style 


... a light blond beige; Calitan . . . a light golden tan; 
Aloha Blush . . . a rosy tropical hue; Carib Beige . . . 
a medium neutral beige; Skydusk . . . a misty rose- 


tinted beige. 
Leading manufacturers list leading colors as follows: 
Artcraft . . . Romance Colors . . . La Russell and 


Juliet, mauve and tan beiges; Eugenie, apricot beige; 
Antoinette, rosy copper. Eight colors in all. 
Berkshire . . . Springtones . . . Maypole, soft beige; 
Magnolia, subdued coppertint. Ten colors in all. 
Brown Durrell . . . Complexion Colors . . . All seven 
carry-overs from the Fall line. All styled with the same 








“Red strapped shoes to wear with everything,” said 
Fashion Futures. Here we show special stockings to go 
with these open back, open toe kidskin shoes . . . the 
“rib-row” stocking with a specially knit lacy ribbed heel 
and toe. From Propper McCallum. Shoes left to right, 
Delman, Newton Elkin, I. Miller. 


basic tint as the Helene Rubinstein powders, with the 
same names. 

Dexdale . .. Tropic Tan, radiant sun tan; Rose Beige, 
Tropical rose tone; Argentina, warm rose tan. Eleven 
colors in all. 


CWS... 


Gotham . . . Gold Stripe Colors . . . Coco, a clear light 
beige; Bugle Beige, a sunny beige; Cockade, a warm 
suntan; Joyous, a rosy skintone. Ten colors in all. 

Holeproof . . . Recreation Colors . . . Bridge Beige, 
a neutral 194] beige; Tennis Tan, a glowing sun-tan; 
Playtime, suitable for evening or street wear. Twelve 
color in all. 

Huffman . . . Fiesta Colors . . . Cabana, Ramona, 
Rhumba, Serenade . . . selling now. Twelve colors in all. 

Interstate . . . Range of nine colors including every- 


thing from a sparkling sun shade, Florisun, to a 
[TURN TO PAGE 33, PLEASE] 

















Attracting Business to the Suburban 


In Order to Compete with “Downtown” Business, the Community 


Store Should Be Just as Smart in Appearance, for the Merchan- 


dising of Good Shoes Depends Largely on Its Dramatic Presentation, 


Is Firm Belief of the Management of Robinson’s, Kansas City, Mo. 


*T 0 a great extent, the merchandising of a top-quality 
line of footwear depends on how dramatically it is 
presented.” That statement is the basis on which Rob- 
inson’s, largest independent shoe store of Kansas City, 
designed its beautiful Plaza Store, a “deluxe” branch 
unit opened to attract shoe business from residents of 
the wealthy “country club” district south of the city. 
Instead of merely remodeling a former shop and 
inexpensively doing over the interior, such as is common 
in such “branch” operations, Addison Cox, president 
of the Robinson firm, has made his new branch store 
one of the outstanding retail businesses of its: area, 
with dramatic showmanship in display, fitting and even 
delivery. The result is that customers who formerly 
would ignore the small store in favor of a trip down- 
town where national brands of the finest quality get 


their business, now do the greater part of their buying 
at the branch. 

“There isn’t much doubt that shoe stores have earned 
a place in the front rank of beautifully-designed retail 
shops,” Mr. Cox explained, “with our windows, furni- 
ture and architectural design close to jewelry store 
methods in eye-appeal. Consequently, we think that 
this appeal can only be kept up by using the same 
deluxe surroundings away from the downtown district— 
for prospective footwear buyers have learned to gauge 
the quality of a shoe store more or less by its appear- 
ance. I think any shoe merchant will agree with that 
statement. The shoe industry has taught its customers 
to look for luxurious surroundings, and the store which 
gives it to them will succeed much more quickly.” 

As pictured, the branch Robinson store has many 
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Shoe Store 


> 
features which would do credit to the most metropolitan 


footwear salon, and several innovations which have 
helped to make it a favored shopping place for hundreds 
of Kansas City suburbanites. It is located in the Plaza 
district, midway between downtown Kansas City and 

[TURN TO PAGE 37, PLEASE] 


Trees are generally out of char- 
acter in front of a city store, and 
except for this one in front of 
Robinson’s community branch, 
the store’s modern appearance 
belies its suburban location. 


Customers are asked to make 
their selection from the win- 
dows as no stock of any kind is 
shown in the women’s shoe 
salon, below, except for the two 
highlighted styles shown in the 
frame display niches. Above is 
shown the hosiery, handbag and 
accessory bar which is located 
at the front of the store. The 
mirrored display bar allows the 
customer to see her legs re- 
flected from floor to skirtline. 
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HELP YOUNG AMERICA 
Put Its Best Foot Forward 


Make National Foot Health Week, April 21 to 26, the High 
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Charles Coburn plays the 
part of a department store 
president and masquerades 
as a shoe clerk in order to 
get at the bottom of em- 
ployee trouble in the RKO 
Radio comedy “The Devil 
and Miss Jones.” Ilene 
Brewer is the customer. 
“He tried to shoe me like 
a horse,” Ilene confided, 
in describing the scene. 
She knows all about horses 
(and mules), for she’s from 


Missouri. 


Point in a Big Spring Campaign to Acquaint Parents with 


AS this is written, thousands of good people the coun- 
try over are giving of their time and talents to urge 
millions to “help the child around your corner” —to help 
fight the dread disease that wrecks the strong, straight 
limbs of unfortunate youngsters, striking down its vic- 
tims without regard for purse or position. 

As this is written, thousands of children are wearing 
shoes that are distorting their growing feet and prevent- 
ing the development of perfect bodies. Despite the edu- 
cational efforts of many shoe men, medics and others 
interested in the welfare of our youngsters, reliable 
authority still tells of a too-big percentage of children 
exhibiting some form of foot defect. 

April 21 to. 26, 1941, is designated as National Foot 
Health Week—time for concentrated promotional effort 
by everyone interested in the foot health of America. 


the Importance of Good Fitting Shoes. 


by B. BE. ANDRUSS 





But let’s make it the high point in a big spring cam- 
paign, so far as children’s shoes are concerned. Let the 
campaign begin in your community just as soon as 
stores that render a real fitting service in children’s 
shoes can get together and arrange a cooperative pro- 
gram to cover the intervening weeks. Join together in 
the further education of both parents and children—to 
let more and more of them know and appreciate the 
benefits of proper shoes, properly fitted—to warn them 
of the dangers of shoes improperly made, carelessly 
fitted or worn after they are outgrown. 

Many of you make these things a regular part of your 
promotional program. In numerous communities where 
educational work has gone on for some time there are 
many mothers who are aware of the dangers of ill-fitting 

[TURN TO PAGE 33, PLEASE] 
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Left: Miriam Lippoff, of Middletown 

Footwear Corporation, New York City, 

is surrounded by a galaxy of new shoes 

for Spring and Summer which she 

modeled at the Middle Atlantic Shoe Re- 

tailers’ Association convention at Phila- 
delphia. 


Below: A. E. Allen, left, newly-elected president of 
the Southwestern Shoe Travelers Association, gets a 
few tips from Nat Cehen, of Houston, the retiring 
president, at the traveler-retailer show at Dallas. 


RECORDER 
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COVERS THE CONVENTIONS 


Below: A pretty model poses in a western 

setting as a complement to her “westernized” 

saddle oxfords which she showed at the recent 

convention of Brownbilt Store Plan dealers at 
St. Louis. 





Above: Al Wachenheim, seated, of the Imperial Shoe Store, 
New Orleans, La., fits a model with a pair of play shoes at 
the California Shoe Fair as Faie Joyce looks on, and Her- 
man Ehlert, Volk Bros., Dallas, gives a few pointers. 








Above; W. T. Mitchell, left, secre- 
tary-treasurer of the Southwestern 
Shoe Travelers Association, discusses 
next year’s show with C. W. Crosse, 
retiring chairman of the travelers. 


Right: Gus Ludlam, shoe retailer 
from Wichita Falls, Texas, and Q. B. 
Hardcastle, Foot Rest representative, 
talk over a few shoe problems while 
waiting for the floor show following 
dinner at the Adolphus Hotel. 


Left; Father and son get together at the 
Dallas convention of the Southwestern Shoe 
Travelers’ Association and the Texas-Okla- 
homa Shoe Retailers Association. Left, Lee 
Langston, Jr., executive assistant to Harold 
F. Volk, Volk Bros., Dallas, with his father, 
Lee Langston, executive vice-president of the 
National Shoe Retailers Association. 


Below; George Potashnick, left, general 
chairman of the convention committee of 
the Dallas show, congratulates Bill Owen, 
chairman of the publicity committee, on a 
swell job of advertising the convention. Rus- 
sell Redding, of the Graham-Brown Shoe 
Co., looks on. Potashnick is manager of 
the Titche-Goettinger Co. and Owen is man- 
ager of the A. Harris Co. shoe department. 
All three are Dallas men. 
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Left: The Dallas show is one con- 
vention that has a standing invita- 
tion for the women folks. Left to 
right, standing: Lou S. Katz, Acme 
Shoe Co.; Ben Berwald, Colt-Crom- 
well Co.; Sam Hendler, retailer, and 
J. C. Simmons, vice-president of the 
Southwest Travelers. Seated, left to 
right: Mrs. Lou Katz, Fred Shore, 
Elanbee, Inc.; Mrs. Ben Berwald 
and Mrs. J. C. Simmons, right. 


Right: Russell Redding, of the Graham- 
Brown Shoe Co., gets a kick out of Myrtle 
Butier’s squint at the flash bulb as Lou 
Livingston, of Unity Shoemakers, left, and 
George Potashnick, Titche-Goettinger, talk. 





Below: “Congratulations,” say these retailers 
to officers of the Chicago Shoe Travelers As- 
sociation, now beginning their fifth year of 
monthly shoe shows at the Morrison Hotel, 
during the first show of 1941, last month. 
Left to right: Norman N. Souther, Irving 
Schatzman, George Slater, president of the 
travelers; Ray Koenig, Otto Dumke, secre- 
tary of the association; William Drummond, 
vice-president; and H. G. Gilleland, A. I. 
Stewart, Jr., G. E. Riggs and Richard Nes- 
tor, all of the A. T. Stewart Co., McComb, Ill. 








SHOES 
THAT FIT THE CHILDREN’S FASHION PICTURE .. . 


Capes, insignia, gold braid and brass buttons herald the Cowboys and Indians come in for their share of the glory in 
important nautical trend in clothes for youngsters, and open children’s Spring fashions. This group, seen at a children’s 
a field of opportunity for footwear tie-ups. The capes and fashion show sponsored by Parents’ Magazine recently, illus- 
hats are red and blue respectively. Seen at children’s trates the proper shoe styles to go with their Western. 
fashion show held at Hotel Pennsylvania. inspired clothing. Photo courtesy Parents’ Magazine. 
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St. Louis Shoe Manufacturers’ Association staged a Spring “Mother, son and daughter” influence in clothing has alread) 

footwear iew recently, built around the familiar nursery filtered into the shoe field, with similar styles in both bis 

rhyme, “the old woman who lived in a shoe.” This costume, and little sizes. This “family” group wears almost identic! 

emphasizing the importance of the naval influence, was suits in the all-important checked wool. Seen at a children’s 
one of the most attractive of those featured. fashion show at Hotel Pennsylvania, New York. 








Premeote these types in children’s shoes for 
Spring: 
To go with 


Nauticals—blue; white; red; fold-over 
“middy collar” tongues; brass stud- 
ding; anchors; stars; other insig- 
nia; gold braid. 
Cowboy and Indian fashions—saddle color; 
embossed designs; burnt-in Indian 
signs; fringe; moccasins. 
Mother and Daughter fashions—Mother 
and Daughter ideas in shoes—iden- 
tical or similar shoes in sizes for 
women and children. x ae 
The vogue for Beige—all-over beige; beige 2 Sate 
with brown; all-over brown; sad- — 
dle color; patent; red; blue. 
College-boy take-off—-mannish types; 
squared toes; broguing; monks; 
brass eyelets; moccasins; plain toe 
bluchers. 
Pastels—Play types in high and pastel 
. colors; casuals; dressy shoes in 
white and white and combinations. 


Above, right— Shoes for the 
youngsters. Clockwise, starting 
lower left—Blue and white mocca- 
sin in a soft sole model—Mrs. 
Day. Blue crushed leather used in 
an interesting child’s dress-up shoe, 
available also in growing girls’ 
sizes—Walkin. Perforations and 
stitching imitate the moccasin in a 
novelty grain blucher—Dr. Locke 
from O'Donnell. 





Above—Dress types in current children’s fashions. 
Clockwise, starting lower left—Blue and white spec- 
tator type with elasticized sides, to be worn with 
nautical clothes—Green. Blue piped in red in a 
smart stepin style; brass nailheads carry out the 
naval theme—Edwards. Perforations and open toe 
in a ventilated -style with elasticized sides—Fried- 
man-Shelby. Patent and elasticized gabardine in a 
stitched and opened dress type—Buster Brown. 


Below—Two models for school and street. Left 
White elk perforated ghillie with squared toe and 
trim lines—Kali-sten-iks from Gilbert. Brown and 
white in a kiltie oxford with the new mannish 
look—Juvenile. 


bove—Four shoes that will see much casual wear by the 
"younger crowd. Clockwise, starting lower left—The nautical 
heme typified in a red crushed leather model with “middy” 
tollar, stars and anchor—Ship Ahoy from Spalsbury-Steis- 
Deevers. The Western motif exemplified in the decorative 
il of a saddle color loafer-type—Peters. Brown and 
Ywhite in a perforated sport model with interesting red rub- 
“ber sole—Billiken. Blue’ and white loafer-type shoe for 
Wear with nauticals—Dr. Posner. 
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OUTLOON 


A MERCHANT tells us “I am finding out I have a 
store a couple of sizes too big for me. I’ve been in the 
habit of accumulating my odds and ends for semi- 
annual clearance. They fill up quite a sizable part of 
my stock. So I find myself, in February, with a lot of 
indigestible merchandise that somehow will not move. 
The answer is evident to me—now that the public is 
getting into the money, it wants desirable merchandise 
and won't take my left-overs.” 

So here we are, in the month of February, with many 
a merchant discovering that shoe stores, everywhere, 
have plenty of sizes but the stock on hand of desirable 
numbers in the wanted types and materials is low— 
desperately low. Maybe that’s the reason why we are 
having a phase of the seller’s market today the like of 
which hasn’t appeared in the shoe industry in a decade. 

Suddenly everybody seems to want new lasts, new 
shoes, new talking points. Can it be that the public is 
faster than we are and that storekeeping and stock- 
keeping (with emphasis on the word keeping) is the 
wrong sort of merchandising in a world that is subject 
to shock-changes? Daily action and planned selling 
and buying may be the answer. 

We are not finding the same situation in other lines 
of apparel where freshness of stock is something that is 
pounded into the merchant’s mind every single day of 
the week. Maybe it is time to throw away the old tradi- 
tional habit of semi-annual clearance. That huge, 
lethargic pachyderm—ponderous-retailing—may have to 
give way to an active, flexible, fighting spirit of sell and 
repeat, stock and clean; and live today’s life with today’s 
shoes. Let the past bury its dead methods and dead stock. 

Springtime in February is not such an impossible 
thing when you realize that over the length and breadth 
of this country men, women and children are interested 
in new things all the time. Definite dates of Easter, 
July 4th, Labor Day and Christmas have their deep 
significances—but merchandise is a living thing and 
wanted and desirable when freshly presented. Alert 
stores had new merchandise on hand and ready for the 
public at the very turn of the calendar—so Springtime 
defied snow, sleet, ice and everything else. At any rate, 
we are finding out that those hard and fast clearance 
season rules are being broken and “clear as you go” 
may be the proper solution. 


To Create More Desire 









by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


All of our fears and phobias on men going off to 
training camps and being out of the market for civilian 
shoes may also be false rationalization. Maybe these 
young men going into army work will come back with 
a better appreciation of shoes. Actually and officially, 
the army says: 

“Each Soldier that is added to the present Army requires 
during his first year a minimum of eight pairs of shoes, in use, 
on hand in camps and depots, on order and in the process of 
being ordered. 

Two Pairs of shoes are issue to each man when he enters the 
service. 

Three Pairs are required to replace the shoes he will wear out 
during the first year. 

One Pair must be on hand at the camp or enroute to the camp. 

One Pair in the depot to service the camps, allowed time for 
obtaining shipments from the manufacturers and to maintain 
properly balanced stocks. 

One Pair being manufactured. This is to allow time to tan 
the leather and to make the shoes (it takes six weeks to prop- 
erly tan leather for Army use).” 


What a travesty on the salesmanship of an industry 
when it records only 2.07 pairs of shoes worn by civilian 
men per year. There must be something wrong with our 
salesmanship when a well-shod man in the army needs 
a minimum of eight pairs of shoes and we are so re- 
luctant to sell a man an extra pair of shoes that we are 
almost eager-like conservers of his purse so that he can 
spend it for liquor and autos and everything else. 

I would like to see somebody post the above statement 
in a shoe window and put the caption underneath: 
“Look at your own shoes, that you buy a pair at a time 
and wear until threadbare. If Uncle Sam appreciates 
your feet, what are you doing about it with ‘only a pair 
and a spare’—the national average of 2.07 pairs per 
capita per year.” 

Certainly the American standard of footwear is far 
too low in the light of the needs of a more active foot 
market. Which brings us back to our first thought—it 
is high time for salesmanship to come into the shoe in- 
custry—forceful, orderly salesmanship backed with a 
conviction that America not only needs more shoes 
but can be sold more shoes. Wake up, shoemen, to 
your opportunity. 
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t pays to be a show-off 


Get Attention for Your Shoe Store with a Pittco Front 


HOPPERS notice the shoe store 

with a shining Pittco Front. Often 
they are persuaded by its modern, 
attractive appearance to come in. 
Its gleaming surfaces, its striking col- 
ors, promise something extra in the 
way of value and service that people 
are quick to appreciate, and investi- 
gate. And every time a new customer 
isattracted into your store, it is added 
evidence of the soundness of your 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 
‘PITTSBURGH stands fot Quality Glass and hint? 


modernization investment. 

Up and down the country you'll 
find shops and stores of every size and 
type, in almost every community, 
which have been remodeled with 
Pittco Fronts and today are doing 
more business. Increases of from 15% 
to 75% have been reported by those 
who have modernized with Pittco 
Store Fronts. And what a Pittco Front 
has done for others—it can do for you. 


THERE'S PLENTY OF CUSTOMER APPEAL 
in the modern Pitico Store 
Front on this shoe store in 
Milwaukee, Wisc. An attrac 
tive front like this can make 
regular patrons out of casu 
al passers-by. 





The wide variety of Pittco Store 
Front Products, and their ready avail- 
ability through hundreds of “Pitts- 
burgh” branches and jobbers every- 
where in the country, make it possible 
for us to supply you with a complete 
store front, suited to your particular 
requirements, in a design as indi- 
vidual as you wish. 

When you remodel, see your archi- 
tect to assure an economical, well- 
planned job. Our staff of experts will 
gladly cooperate with him in plan- 
ning a Pittco Front to suit your needs. 
For your convenience, you can pay 
for your new front on the Pittsburgh 
Time Payment Plan—just 20% down 
and the balance in monthly pay- 
ments. Mail the coupon for complete 
information. 








. Pittsbu 


2226-1 


rgh Plate Glass Company 

Grant Bidg., Pittsburgh, Pa. 

Please send me, without obligation, your new, illustrated booklet, 
“Pittco Store Fronts — and Their Influence on Retail Sales.” 




















Left: Exterior of the modern 

Queen Quality Boot Shop, in 

Chicago, showing its ample 
display windows by night. 


Below: Interior of the store. 
Notice the semi-circular dis- 
play niches above the shelv- 
ing and the _ full-length 


mirrors for viewing ensemble. 


Customers Preter 


SPECIALTY SHOP ATMOSPHERE 


So Says Philip Ginsburg. Head of 


PROOF that the shoe business is also being in- 
fluenced by this modern age of specialization is 
seen in the new exclusive Queen Quality Boot Shop, 
recently opened at 70 East Madison Street, in 
Chicago. This is the third exclusive Queen Quality 
store in the country, the other two being located 
in Washington and St. Louis. 

The new store is a specialty shop which is lo- 
cated not only in the midst of other specialty shops 
but on a street which specializes in women’s shoes 
to such an extent that the number of exclusive 
women’s stores totals ten. The shop is owned by 
the Roosevelt Jobbing House and was opened by 
Philip Ginsburg, the firm’s head, because of his 
belief that the future of the shoe business for the 
individual merchant who must compete with the 
chains lies, in large part, in a specialty shop. 
Opened last May in the midst of the white season, 
the public response to date has been excellent, Mr. 
Ginsburg reports. 

“Women who prefer a particular type of shoe 
and wear that type consistently are showing a 
preference for a specialty shop,” Mr. Ginsburg 
said. “A specialty shop carries a much greater 
[TURN TO PAGE 34, PLEASE] 


the Queen Quality Boot Shop in 
Chicago. And He Proves His State- 
ment by Chalking Up a Satisfactory 
Sales Record for This Recently 


Opened Store. 
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HEN Fashion decrees toe 


shapes designed to bring distinction to 


footwear, the box toe becomes increas- 
ingly important. 
The currently popular wall last is best in- 


terpreted with Celastic—the medium of 





accurate toe styling. Smoothness at the 





tip line combines with firm flexibility and 


durability to create MATCHED PAIRS. 

















THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A Boot and Shoe Recorder Department 


okey PEPLES - 


Each Shoemaker to His 
Own Last 


We like this pertinent comment on 
men’s shoes which appears in a book- 
let on special shoes issued by Mar- 
shall Field & Company, The Store for 
Men, Chicago. 

“Experience has taught us that 
men’s feet differ as much as their 
faces and must therefore be treated 
as individual cases. A physician does 
not prescribe the same medicine for 
all the ills he is called upon to diag- 
nose, however excellent it might be in 
certain cases. Nor does a dentist ex- 
tract all the teeth he treats; some he 
fills. It is much the same way with 
foot ills. The shoe which may be an 
excellent corrective for one weakness 
or ailment is not for another. This is 
the reason behind all of the different 
shoes explained in this booklet. It 
points out the advisability of trusting 
the care of your feet to competent 
shoe men only, whose ability has been 


acquired through experience and 
whose working tools are adequate.” 
* * * 


What Do You Intend To Do 
About Washington's Birthday? 


Now is the time for shoe stores in 
all towns and cities to get together 
and decide whether they are all going 
to be open or closed on Washington’s 
Birthday. The holiday falls on a 
Saturday this year and that’s not an 
easy day to keep stores closed. 

The Shoe Retailers League of New 
York City has already made an an- 
nouncement that its member stores 
intend to be open on Washington’s 
Birthday, February 22, owing to the 
fact that that date falls on a Saturday. 
The members of the League are of the 
collective opinion that retailers cannot 
afford to forfeit that day of business. 


* * . 


“America at Play 
is the 


American Way” (Boyd's, Miami) 





INTRODUCTION CARD 








Dept. 


From 


P lease extend every courtesy to this 
visitor in your department. 


Dept. 





Date 














way introductory card: From salesman—to customer—to sales- 

man in another department. A successful inner-store method to keep the 

money spent in the store. Used by the Broadway Department Store, Los 
Angeles 


by JOHN F. W. ANDERSON - 


“Keeping Posted” 

For some reason or other we seem 
to keep an especially sharp eye open 
for ideas on how to conceal or utilize 
ugly posts that run down the center 
of shoe stores and departments. 
Here’s a useful one seen in the wo- 
men’s shoe department at Macy’s in 


New York City: 





SS PRNSAAAARRAN AAA RRR, 











Not only is a sketch more descrip- 
tive than a thousand words but it 
takes considerably less space. Such 
being the case, the only thing we need 
to say with the accompanying picture 
is that there are two of these display 
units at the entrance of Macy’s wo- 
men’s department— one built around 
each post. They are very attractive, 
display about a dozen shoes in each, 
are attractively illuminated, and can’t 
be missed by the passing shopper. 

* * #* 


Gifts for Draftees 


We have noticed special counters 
displaying gifts for draftees in a num- 
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O. P. Ideator—“I noticed that sign in your window 
inviting your customers to come in and have the soles 
of their shoes CHROMIZED so I thought I'd better 
come in and find out what it is all about.” 

Manager Joseph Bigley—“You know as well as | 
do how slow men’s shoe stores are to adopt anything 
that is new—or different—or an old idea brought up 
to date. This in spite of the fact that customers are 
quick to appreciate anything that is new ‘under the 
sun.” 

“A good example of this is the bootmaker’s finish 
which is now used by almost all the men’s stores in 
the city. This is really an old idea dug out of the 
moth balls and brought up to date. 

“Stores were reluctant to try it, yet customers took 
to it like a duck takes to water. It’s now such an 
accepted service in our store, that almost every man 
that buys a pair of our shoes wants his shoes treated.” 

O. P. Ideator—“I suppose that this CHROMIZED 
finish is the next step and is a similar treatment to 
the soles of the shoe?” 

Mr. Bigley—“Not exactly. It is an oil and wax 
treatment that tends to make the sole of the shoe 
more waterproof.” 

O. P. Ideator—“Does it actually make the sole 
waterproof?’ 


BEST IDEA OF THE WEEK 
WEATHER BEATERS 


(Hanan & Son, Broadway at 38th St. New York City) 


Mr. Bigley—*“No, we can’t actually claim that it 
does. But any wax treatment will ‘tend to make the 
sole more waterproof.’ As far as I know there is no 
treatment that can be guaranteed to make soles abso- 
lutely waterproof.” 


O. P. Ideator—“How do you apply the finish?” 


Mr. Bigley—“As soon as a customer buys a pair 
of new shoes and asks to have the soles treated, we 
take a rag dampened with alcohol and rub the sur- 
face wax off of the sole. Then we apply this wax and 
oil finish with a small brush and let it soak into the 
sole for about five minutes. Next we rub the sole 
down briskly to remove the surplus and have a deep 
green finish that will not come off for some time.” 


O. P. Ideator—“As far as I can see, the important 
thing is not whether the finish makes the shoes water- 
proof but ‘Does it sell shoes?’” 


Mr. Bigley—“To that question, I can answer an em- 
phatic Yes! 

“During the first ten days that I had that sign in 
the window, one hundred and fifty customers asked 
to have the soles of their shoes CHROMIZED., and I 
think that a considerable number of these customers 
just came into the store on account of that invitation.” 


















ber of New York department stores. 
Most of these departments were set up 
during the Christmas gift season, but 
many stores will probably continue 
and enlarge them as the training pro- 
gram hits its stride. Don’t forget there 
will soon be a million or so men under 
arms and these represent a good five 
million potential customers among 
relatives, friends and sweethearts. The 
biggest gift field for draftees is un- 
doubtedly in the 50 cent to $1.00 
bracket, but it is deserving of the at- 
tention of the shoe store as a special 
promotion of socks, slippers, sewing 
kits, polishing outfits and personal 
items. But a word of advice before you 
set up a draftee display or department 
—check with the army headquarters 
as to design, quality, color, size, etc. 
of these items. 
* * * 


A Custom Touch in Shoe 
Merchandising 


There is always something new in 
shoe merchandising that will be use- 
ful to the haberdashery store operat- 
ing a shoe department, according to 
the manager of McDonald’s, leading 
men’s wear shop in Jackson, Missis- 
sippi. By new and sound selling 
methods this store has more than 
doubled its shoe business in the past 
three years. 


Partly responsible is a simple idea 
of carefully and tastefully matching 
up their wide choice of shoe styles 





Every girl will want a pair. . 
.. And here it is! 





19 WBST LEXINGTON STREET 


Harteré Read, in Hamilton | 








[Liberty Heights Near Garrison — 





Six smart ways to meet every cus- 
tomer’s taste 


and shades in the $8.00 bracket with 
their large selection of custom fab- 
rics for men’s suits. Better grade 
custom made suits is a specialty of 
McDonald’s and one department in 
the front of the store is devoted ex- 
clusively to the display of suit fabrics. 

Until 1937, there was no specific 
tie-up between the shoe department 
and the custom suit section. Outside 
of suggesting a new pair of shoes 
with each suit, McDonald’s did 
nothing to make the sale of one in- 
stigate a sale of the other, and the 
shoe department remained only mod- 
erately profitable. Then it was noticed 
that many men were asking for ad- 
vice as to what type of shoe to wear 
with this and that type of suiting. 

The management made a study as 
to which style of suit went with each 
particular type of suiting—and a new 
merchandising idea was born. 

Now, whenever a customer comes 
in to pick up a custom made suit, he 
finds a pair of the appropriate style 
shoes in the same box. This offers 
comment on the customer’s part and 
opens a selling opportunity to the 
salesman. The shoes are carefully 
chosen to match or complement the 
customer’s wardrobe and many 4 
“style match” results in a sale. 








Louis M. Schablein, Sr., right, 


and his son, Louis, Jr. 


THE story of the growth of Schablein’s Shoe Store is 
one of hard work and steady progress from a small be- 
ginning. The store was opened as a repair shop by 
Louis M. Schablein, in January, 1921, at 32 Bank Street, 
New London, Conn. The owner was not content with this 
arrangement, however, and soon added a stock of men’s 
shoes. Year by year he added to his stock, until he had 
a fully equipped men’s shoe store and repair department. 

In 1933 his son, Louis Schablein, Jr., joined him. 
Louis, Jr., had worked in the store nights, while attend- 
ing high school, and upon the completion of his educa- 
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tion at Bryant College, Providence, R. I., he joined his 
father as a permanent member of the business. 

In 1937 the Schableins took over the adjoining store 
at 28 Bank Street, thereby adding a women’s and chil- 
dren’s department. Thus the dream of a family shoe 
store was realized. Hard work, plus ability to anticipate 
customer needs, helped to build this business. 

Mr. Schablein, Jr., recently enlisted in the 85th 
Brigade, Headquarters Battery of the 43rd Division of 
the Connecticut National Guard. He will be inducted 
into service at Camp Blanding, Fla., very shortly. 
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Casual Shoes to Play Major Spring Role 





Styles and Trade Problems, Including Safety Shoe Sales in 
Factories, Chief Topics of Discussion as 
New York State Directors Meet 


Syracuse, N. Y.—Casual shoes will 
have a major role in women’s footwear 
for Spring; patent leather will play a 
big part; black will predominate, and 
Old Glory Red—or patriots’ red—will 
provide extra sales. 

These opinions were expressed by 
Harry Ehrenpreis, buyer for the Flah 
high style store of Syracuse, in a dis- 
cussion of styles at the meeting of di- 
rectors of the New York State Shoe 
Retailers Association at the Onondaga 
Hotel, in Syracuse, on: Monday of this 
week, 


Beginning of what is expected to be 


a nation-wide campaign against sale by 
industries of “safety shoes” was an- 
other important development at the 
meeting. The directors also decided to 
hold a three-day convention at the 
Onondaga, June 15, 16 and 17, instead 
of only two days, as last year. 

They elected five new directors—two 
women among them — considered nu- 
merous problems facing shoe retailers 
in these times of crisis and decided to 
act concertedly in facing some of them. 

Ernest R. Park, president, presided 
at the meeting, introducing George W. 
Cooke of Buffalo, who, with Michael 





U. S. Shoe Production Shows Pairage Gain 
But Declines in Dollar Value 


WASHINGTON, D. C.—Production of boots, shoes and slippers in the United 
States reached an all-time high of 435,258,128 pairs in 1939, as compared with 
424,971,349 in 1937, but the value of the product declined from $765,411,879 in 
1937 to $731,816,076 in 1939. These figures appear in the preliminary report 
on the 1939 Census of Manufactures with regard to footwear except rubber, 


which has just been released. 


Summary statistics for the industry for 1939 and 1937 are given in the fol- 
lowing table, all figures for 1939 being preliminary and subject to revision: 


Summary for the Industry: 1939 and 1937 


(Because they account for a negligible portion of the national output, plants with annua! 
production valued at less than $5,000 have been excluded since 1919) 


— Cent of 
ncrease or 
1939 1937 ee ~~ el ) 
Number of establishments ............. 1,070 1,080 —0.9 
ed _Dessoanel? Rus canvaccesoceseaxe 14,082 14,892 —5.4 
Pisaeebtadescbeaséheaeeeens $29,416,005 $29,046,656 1.3 
Wage earners (average for the year)* .. 218,028 15,438 1.2 
Sacled obevese debe sp ded cecdecee $183,657,529 $191,305,258 4.0 
Cost of materials, supplies, fuel, pur- 
chased electric energy, and contract 
DT Duh ad ed Goneoes 620600 0o0 cre ceece $388,439,102 $416,305,407 —6.7 
Wee We GO oc awc desc ccdccccoss $734,673,111 $768,327,303 —4.4 
Value added by manufacture* ......... $346,234,009 $352,021,896 —1.6 


The following table gives preliminary figures on production and value of all 
kinds of footwear for the years 1939 and 1937: 


Table 1—Production and Value of All Kinds of Footwear—1939 and 1937 


Boots, shoes, and slippers, total .......... 


IE ting Wain bo Sic bine 66 0d Bs Sede nces 


TO GOS BOG ce cclicescccc cc cetcccegce 
WOE Ki eawce let coerrebinsec ca Seweies 
Misses’ and children’s ................++. 
PT ln 60 04d bnk ce edison decane wesc ces 
FT Sowa weN eye sivowsevoteeteccescctis 
Part-leather and part-fabric ............. 
Canvas, satin and other fabric .......... 


Slippers and oy moaned for house wear: 
All leath 


ED. ob dedmasdeviscecdvactscees 





No. of Pairs Value 
as 0: ee 435,258,128 $731,816,076 
1937 424,971,349 765,411,879 
cos Ee 76,636,981 182,166,659 
1937 76,190,883 196,887,572 
«++ 1939 28,124,504 48,553,025 
1937 27,938,170 54,097,048 
1939 17,316,169 24,778,307 
1937 19,126,985 29,775,237 
-+- 1939 168,776,620 335,121,546 
1937 150,899,589 319,654,829 
coe Be 46,091,283 50,295,433 
1937 43,382 107 50,071,789 
--- 1939 24,631,553 17,649,709 
1937 23,357,159 17,600,2 
ows Cae 4,144,194 8,890,403 
1937 2,647,862 7,346,065 
«-. 1939 7,558,481 16,293,291 
1937 14,558.785 34,416,097 
sic Eee 5,760,232 8,107,065 
1937 8,073,378 15,158,828 
«++ 1939 15,339,027 15.227,221 
1937 13,918,383 14,348,672 
«++ 1939 34,323,547 19,516,671 
1937 37.801,877 19,780,644 
--- 1939 4,860,788 3,631,692 
1937 5,206,052 3,745,560 
--- 1939 1,694,749 1,685,054 
1937 1,870,119 2,529,285 


NOTE: This bulletin supplements the prelimi v. 8. C 
Statistical Bulletin of = oe ensus figures reported in our 
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Santercole, took important action in 
combating the sale of shoes at cost in 
Buffalo factories. 

At the conclusion of his report it 
was voted to ask Frieda S. Miller, state 
commissioner of labor, to enforce Sec- 
tions 196, 197 and 198 of the State 
Labor Law in a list of Buffalo factor- 
ies. One section prohibits the assign- 
ment of wages, which is done in de- 
ducting the cost of shoes from wages; 
another is against the operation of 
“company stores.” 

This is in the nature of a test case. 
If it succeeds, similar means will be 
taken to discourage the practice of sell- 
ing to employees—at cost and some- 
times below—in other cities of the 
state. 

It was also decided to appeal to the 
National Shoe Retailers Association 
for its assistance in fighting this new 
form of competition, and also to ask 
members of the National Boot and Shoe 
Manufacturers Association—and its in- 


dividual members — not to sell their 
products to factories to be sold to 
employees. 


The association decided to back the 
Greater Buffalo Shoe Retailers Asso- 
ciation in its efforts and Mr. Cooke 
and Mr. Santercole were made mem- 
bers of its legislative committee, which 
will extend its work. 

“When I made my first trip to New 
York to buy Spring shoes,” said Mr. 
Ehrenpreis, in the course of the style 
discussion, “many manufacturers tried 
to sell me open back shoes. I have 
made 85 per cent of my commitments 
for Spring, but there are no open backs 
among them. 

“This does not mean that there will 
not be many open back shoes sold at 
such centers as New York, Chicago and 
Cleveland, but I think in the smaller 
cities they will not go so well. Al- 
though we may lose some sales, we will 
not have shoes on hand later to be sold 
at less than cost. 

“The first thing I asked was, “what 
about patent leathers for Spring?” 
There was not so much interest in them 
then, but on my second trip all were 
calling for patent leathers. 

“I believe that black will predomi- 
nate about the same as last year. There 
will be some color, as, for instance, 
antique calf. You have heard consider- 
able about casual shoes during the last 
three months, and I want to place 
much stress on the casual type of 
shoe, which is a very wearable shoe 
not too sporty, not too dressy. Just 
right to go with casual costumes such 
as the cape suit about which you wil! 
see a great deal of publicity. 

Mr. Ehrenpreis said he could see no 
reason for an immediate price increase 
as retailers have not had to pay more 
for them in most cases. 

Louis Lichenstein, of Syracuse, said 
there is more of an indication of in- 
creased prices for men’s shoes than for 
women’s footwear—for the heavier 
types of shoes. 

“Will inflation or deflation follow 

[TURN TO PAGE 41, PLEASE] 


coope! 
availa 
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Spring Hosiery Makes Style News 


[CONTINUED FROM PAGE 13] 


medium neutral beige, Carib Beige. 


Nine colors in all. 


Larkwood . . . Petal Colors . .. Mer- 
riwinkle, a blonde beige; Ruffles; Blow- 
away, Rosebud. Eleven colors in all. 


Munsingwear . . . Hawaiian Colors 
... Surf, neutral with grey cast; Aloha; 
Ukelele, a sun tan; Honolulu, rosy 
beige. Eight colors in all. 


Nolde & Horst . . . Fiesta Suntones 
... Fresco, darker beige for right now. 
Siesta Beiges . . . Manana, quiescent 
rose-tan; Yucatan, a pale Mayan 
bronze. Five colors in each group. 


NoMend .. . American Favorites. . 
Mardi Gras; Rodeo, palomino beige; 
Show Boat. Eight colors in all. 


Phoenix ... Scenic Colors . . . Holly- 
wood, new pink-toned beige; Oceanside, 
soft sand-in-the-sun beige; Plantation, 
clear sunshiny beige. These three 
colors slated to be volume in later sell- 
ing. Nine colors in all. 


Propper-McCallum . . . South Amer- 
ican “Down Under” colors . . . Conga, 
slightly rosy beige; Rancho, more yel- 
low beige; Sundown, neutral with 


slight rosy tone; Pampas, very neu- 
tral; Gaucho, a shade for later selling. 
8 colors in all. 


Rollins . . . Conversation Colors .. . 
Babble, neutral; Rumor, neutral beige; 
Chatter, sunny; Scandal, rosy beige. 8 
colors in all. 


Roman Stripe ... A Tropical Trav- 
elogue, color theme . . . Grenada Gold 
(Goldtone No. 1), a soft burnt golden 
tone; Bali Brown (Browntone No. 1), 
lively new brown; Tahiti Tan (Tantone 
No. 1), versatile new beige with tan 
undertone; Bahama Beige (Neutratone 
No. 1), animated neutral beige. 8 col- 
ors in all. 


Vanity Fair . .. Zoo Colors . . 
Gazelle, light rosy beige; Lion Beige, 
smart neutral beige; Tiger Tan, blush 
beige; Chamois, sparkling sun shade; 
Sandrift, light blonde beige. 8 colors 
in all. 


Van Raalte . . . Ginger, burnished 
gold tone; Spice, indispensable neutral; 
Pecan, quiet beige; Cola Beige, clear 
tone with sleight mauve cast, and Cor- 
dial, clear skin tone . . . two mid-season 
colors. 8 colors in all. 





Help Young America Put Best Foot Forward 


[CONTINUED FROM PAGE 16] 


shoes, of the innumerable ailments, dis- 
comforts and abnormalities directly 
traceable to this source; mothers who 
are demanding shoes that are beneficial 
and calculated to aid growing feet. 
Various home magazines are also tak- 
ing increasing interest in the subject— 
the number of articles on shoes and 
foot health doubled during the past 
year. Instruction in posture and foot 
care has received increasing attention 
by health departments in various lo- 
calities. The importance of being iden- 
tified as community leaders in this 
spreading of information cannot be 
overestimated. The benefits of coopera- 
tive effort among qualified stores are 
many. Chief of them is that you can 
win the cooperation of persons and 
organizations who will assist in the 
general promotion of foot health but 
would hesitate to sponsor or endorse a 
one-store program, considering it an 
advertising stunt. 

With percentage of yearly sales 
doubling from February to March, and 
further increasing in April, the idea of 
a children’s foot health campaign be- 
comes particularly pertinent. It might 
be timed from March 1 to Easter, and 
kept distinct from Foot Health Week; 
or it could begin March 1 and continue 
on into Foot Health Week, omitting 
any mention of the event until the final 
week. Depending upon the number of 
cooperating stores, and the facilities 
available, the program can be held to a 


series of weekly ads, backed by letters 
to parents, and appropriate window and 
in-store displays by participants. Offer 
of free foot examination without obli- 
gation at any participating store (or 
by a local podiatrist) could be included. 
Ad series might begin with 


Foot Health Tomorrow Begins 
With Foot Care Today 


Every mother wants her children to 
grow into fine men and women—physi- 
cally, mentally and morally. The firm 
foundation of sound, healthy feet plays 
an important part in this development, 
because it contributes much to correct 
posture, helping the organs of the body 
to do their work properly. Good feet 
are essential to good posture; good pos- 
ture is essential to good health; good 
health has much to do with the mental 
and moral development of the growing 
youngster, as well as grown-ups. Im- 
proper shoes never did anyone any 
good. 

The stores named below are sincerely 
interested in children’s foot health. You 
are invited to bring your children to 
any one of them for a free examination 
of their shoes and feet; there will be 
no obligation. Before you buy spring 
shoes for them, be sure to take advan- 
tage of this opportunity. 

Copy can be accompanied by illustra- 
tion of man in white medical coat—or 
by pictures of persons in the stores in 





’ DANVILLE 








The introduction of a full line 
of HEALTH SPOT SERVICE 
SHOES for men and women 
opens a new opportunity for the 
thousands of dealers who have 
been wanting to take on the 
Health Spot line. 


These new Service Shoes are 
made with our regular Health 
Spot construction, using plump 
weight uppers and _ stitched 
aloft bottoms, making it possi- 
ble to retail them at $8.50. 


The addition of this SERVICE 
grade to the Health Spot line, 
answers a long-felt need for a 
sturdy shoe that will be com- 
fortable for work and general 
wear. 


The addition of the HEALTH 
SPOT SERVICE line to your 
stock will make it possible for 
you to reach the great army of 
men and women who want 
Health Spot support and com- 


Illustrated is Stock No. S092, 
White Kid 6-eyelet tie on our 
women’s No. 2 12/8 heel last, 
with Du Flex nap sole, repre- 
senting what we believe to be 
the finest nurse shoe on the 
market. 


These $8.50 retailers are going 
to be responsible for bringing 
MORE BUSINESS into your 
store. 


Write today for catalog and de- 
tails. YOUR TOWN may be 
open for a franchise on this 
profit-making line. 


MUSEBECK SHOE COMPANY 
ILLINOIS 














$5.00 PRIZE WINNING 


OF SHOE SALESMEN 


Submitted by: Mr. David Hirschier 



































I. “The customer who tells me she wears size 4AAA when it’s obvious 
it will take a 7B to fit that hoof. 


’” 

















2.. “The customer who complains when she scuffs the soft leather 
covering on her heels. Naturally, they won't take the abuse she could 


give them if they were ‘Pyraheel 


You can avoid complaints by specifying 
Du Pont Scuffless ‘‘Pyraheel” plastic heel 
covering. It'comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 













, 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $5.00 


Shoe Salesmen —Send in your “Pet 
Peeves” like the two above. For every 
set used, Du Pont will pay you $5.00. 
in case identical “peeves” ore submit- 
ted by more than one person, the $5.00 
will be paid for the pair received first. 
E. |. du Pont de Nemours & Co. (inc.), 
Plostics Dep t, Arling? N. J. 
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charge of examination and fitting. Con- 
tinue the series with 

The right time to check your young- 
ster for foot defects is NOW. 

Guesswork is dangerous in fitting 
children’s shoes. 

Children’s feet are normally healthy; 
correct shoes keep them that way. 

Youngsters born with normal feet 
should never know foot ills. 

In stores rendering careful fitting 
service, a regular program of procedure 
in fitting that covers foot examination, 
standing and walking, posture examina- 
tion, shoe check-up, selection of proper 
shoe, and a final re-check of all points 
by a supervisor, plus a complete record 
of case history, as well as date and 
price. Likewise a reorder system that 
assures frequent fill-in on wanted sizes 
in popular styles. With new customers, 
a two-pair purchase should be sug- 
gested, so that the child may enjoy the 
benefits of your shoes continuously, dis- 
carding the old shoes completely. 

Your general letter to mothers should 
dwell upon the importance of Spring- 
time check-up, and the need of active 
feet for shoes that fit— 

Dear Madam: 

It’s Spring again, and with the com- 
ing of balmy weather comes more fun, 
sun and running about for the children. 
Likewise a need for careful check-up 
of their feet and shoes. 

Probably your Doctor has told you 
something of the physical changes that 
occur with the change of the seasons. 
These affect all of us. They make it 
extra important that our shoes are 
right and fit right. So we invite you to 
bring your children to any one of the 
stores listed below for a careful check- 
up of feet and shoes. Without obliga- 
tion, of course. Be sure to do it before 
you buy the children’s Spring shoes. 

Yours very truly, 
(Store Name) 


Customers Prefer Specialty 
Shop Atmosphere 
[CONTINUED FROM PAGE 24] 


range of sizes and styles than can be 
found in the average family shoe store.” 
The present Madison Street shop now 
carries a minimum of 3000 pairs of 
shoes at all times. 

The store is completely modern in 
every detail. Although distinctly a 
salon type store, stock is carried on 
open shelving for ease in serving. The 
lower walls are finished in light woods, 
with a number of full-length mirrors 
distributed at convenient intervals 
about the shop. There are several smal! 
built-in display windows inside. Shoes 
are also displayed in arch-shaped al- 
coves above the shelving. There is a 
handbag and hosiery department in the 
entrance section. Window backgrounds 
are white and shoe displays are ar- 
ranged so that each style shown can be 
carefully examined. 

Ben Scholar, formerly of Wolock & 
Bauer, is manager of the store. 
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THIS WEEK 


Saturday, February 8, 


IN THE SHOE 
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National News 





Bids Asked on Big Army Shoe Order 





Invitations on 1,600,000 Pairs of Service Shoes Issued January 
29—Alternate Bids Asked on Half with Leather 
Soles and Half with Rubber 


Boston, Mass.—The United States 
Army is again in the market for ser- 
vice shoes—this time for 1,600,000 
pairs. Invitations to bid on this quan- 
tity were mailed from the Boston 
Quartermaster Depot on January 29. 
Bids will be opened February 13. The 
army’s willingness to deviate from 
standard specifications is indicated by 
the language of the invitation, which 
asks that bids be made on the full 
quantity with leather soles and that 
alternate bids be made on 800,000 pairs 
with leather soles and on another lot 
of the same quantity equipped with 
black laminated or corded rubber soles 
of the type heretofore used only on 
shoes designed for use of the Civilian 
Conservation Corps. 

“The objective,” in the language of 
the invitation, “is to procure 1,600,000 
pairs of shoes either under Item No. 1 
(leather soles) or 800,000 pairs under 
Item No. 2 (leather soles) and 800,000 
pairs under Item No. 3 (rubber soles).” 
No one plant will be awarded a quan- 
tity in excess of 225,000 pairs nor 
will any plant be permitted to make 
less than 36,000 pairs. 

Bids on 101,520 pairs of leather 
boots with legging tops, were opened 
January 30 at the local Army Base. 
These require approximately 11 square 
feet of leather per pair and the order, 
when awarded, therefore, will remove 
from the market more than 1,000,000 
square feet of upper stock. The five 
bidders for this lot included the Inter- 
Rational Shoe Co., St. Louis, 50,000 
pairs at $6.48; Brown Shoe Co., St. 
Louis, 30,000 pairs at $6.81; H. H. 
Brown Shoe Co., Worcester, Mass., 
10,000 pairs at $7.17 and 10,000 pairs 





Dates to Remember 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York. 
March 31, April 1, 1941 
Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 
Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 
Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 
Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 
July 6, 7, 8, 1941 





at $7.37; J. M. Connell Shoe Co., South 
Braintree, Mass., 14,000 pairs at $7.38; 
and the Conrad Shoe Co., North Ab- 
ington, Mass., 25,000 pairs at $8.09. 

A contract to make approximately 
20,000 pairs of these boots was 
awarded late last October at a price 
per pair of $6.63. 

Bids on 170,200 pairs of forty-inch 
black cotton shoe laces also were 
opened on January 30, low bidders in- 
cluding the International Braid Co., 
Providence, R. I., 50,000 pairs at 1.5 
cents per pair; Glencairn Mfg. Co., 
Pawtucket, R. I., 72,000 pairs at 1.52 
cents; and the United Shoe Ma- 
chinery Corporation, 170,200 pairs at 
1.52 cents per pair. There was a total 
of nine bidders. 


Tanners to Cut Leather 
Exports to Russia 


New York — “At a recent group 
meeting,” according to a press release 
issued by the Tanners Council, “the 
sole leather tanners discussed the prob- 
lem of leather exports. Total sole lea- 
ther exports for 1940 are estimated 
over eight million pounds, with Russia 
taking over six million pounds of this 
leather. 

“While no industry action was taken 
on the matter, a number of important 
tanners expressed their intentions to 
refrain from such large scale export 
of leather as long as there is any indi- 
cation that supplies might be needed 
by the United States Government for 
defense purposes.” 

Sole leather tanners are said to have 
been concerned over criticism of large 
exports to Russia which, according to 
some critics, may be re-exported to 
Germany. 


Commentator to Speak 
At Shoe Club Meeting 


New YorkK — Johannes Steel, well 
known radio commentator, will be the 
guest speaker at the monthly meeting 
of the Shoe Club, at the Hotel McAlpin, 
Tuesday evening, February 18th. 

Held once a month, these meetings 
of the Shoe Club are open affairs to 
shoe men other than members of the 
club and following dinner, a_ well 
known guest is featured. 


Fred Hirsch Named 
Holman Shoe Buyer 


PaciFic Grove, CALIF.—Fred Hirsch 
is now shoe buyer for the Holman De- 
partment Store, this city. He came 
here after making a very successful 
record as basement shoe buyer for the 
Kahn Store in Oakland. 





[36] 
Changes in Vulcan Personnel Announced 


it is like returning home for him to 
take over the management of Vulcan’s 
last plant at Brocton. 

It so happens that Mr. Saxby is a 
native of St. Louis and in the trans- 


St. Louis—Effective Jan. 1, 1941, 
Paul W. Saxby assumed the managerial 
duties of the St. Louis last plant of the 
Vulean Corporation, replacing C. L. 
Hagerman who was transferred to and 


Cc. L. HAGERMAN 


takes over the management of the 
Brockton last plant. 

Mr. Hagerman is a native New Eng- 
lander and while he has spent many 
years in the last business in the West, 



























PAUL W. SAXBY 


fer of these respective managers, they 
will no doubt be renewing acquaintances 
formed over a period of years in the 
New England and in the Middle West 
territories. 








Atkinson Resigns from 
Bata Shoe Co. 


Boston, Mass.—Colonel Jack Atkin- 
son, well known in Boston shoe circles 
for the past twenty years, has resigned 
as sales manager of the Bata Shoe 
Company, the Czech shoe firm which 
transferred its headquarters to Amer- 
ica recently. 

Colonel Atkinson originated the idea 
of importing shoes to the U. S. and 
convinced the late Thomas Bata that 
there was a market here for his shoes. 

Installing American lasts and pat- 
terns, he first introduced the line here 
in 1928 and sales grew here until it 
was shown at the hearing of Reciprocal 
Trade Commission that Bata was ship- 
ping over 4,000,000 pairs yearly to 
the U. S. 

Colonel Atkinson has always been a 
strong upholder of Bata and he is 
credited with winning Bata’s case be- 
fore the Tariff Commission. 

After graduating from Boston Col- 
lege in 1916 he joined the Officers Re- 
serve Corps and went overseas with 
the First Division, where he served 
with distinction and was twice pro- 
moted. He retained his interest in 
National Guard affairs after the war 
and helped reorganize the 26th Divi- 


sion, commanding a regiment for many 
years, and later serving as Assistant 
Chief of Staff, a position which an- 
other Boston leather man, Lt. Col. 
Harvey Moore, now has. He trans- 
ferred to the Reserve Corps a few 
years ago. 


Ball-Band Salesmen Meet 


MISHAWAKA, IND.—Salesmen for the 
Mishawaka Rubber & Woolen Mfg. 
Co., here, recently met in a series of 
regional conferences. The first meet- 
ing was held Monday, January 27, in 
Brattleboro, Vermont, in the offices of 
Dunham Bros. Co., distributors of 
Ball-Band footwear for the New Eng- 
land states and Greater New York. 
The Brattleboro meeting was followed 
by meetings in Chicago, Ill.; Pitts- 
burgh, Pa.; Knoxville, Tenn., and 
Denver, Colo. 

Company executives attending these 
meetings included E. J. W. Fink, pres- 
ident and general manager; G. D. 
Babcock, manager of sales; J. L. Dun- 
can, assistant manager of sales; L. S. 
Taggart, advertising manager; J. T. 
Royer, sales supervisor; J. H. Ankers, 
manager of style and design, and E. 
W. Speiser, special sales representative. 

At these meetings new styles of Ball- 
Band Footwear for Fall and Winter, 
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1941, were displayed. Advertising and 
merchandising plans for the coming 
season were also shown and discussed. 
The information given the salesmen at 
these meetings was preparatory to the 
annual Spring trip to show the new 
lines and secure advance orders for 
next Fall and Winter retailing. 


Mid-Continent Travelers 
Elect New Officers 


OKLAHOMA CiTy, OKLA.—The Mid- 
Continent Shoe Travelers Association 
enjoyed a very successful Spring show- 
ing at the Huckins hotel, here, recently. 
This showing, their third annual show, 
was the first to be held in Oklahoma 
City and, according to E. J. Eichhorn, 
secretary-treasurer of the group, the 
first day’s attendance topped 2,000 
with merchants placing their orders 
with more confidence than has been 
evidenced for some time. 

Newly-elected officers are as follows: 
Frank H. Greenwold, Oklahoma City, 
president; Herbert B. Hall, Fort Smith, 
Ark., vice-president; E. J. Eichhorn, 
Oklahoma City, was reelected secre- 
tary-treasurer; Morris B. Muskin, St. 
Louis, chairman of the advisory com- 
mittee; Louis S. Katz, Dallas, Texas, 
advisory board; K. L. Brown, Eureka, 
Kan., chairman of the executive com- 
mittee, and Al. H. McGinnis, St. Louis, 
chairman of the board. 

Mr. Eichhorn announces that the 
tnembership of the association has in- 
creased from 91 to 112 since last year 
and the group has made rapid progress 
since it was organized two years ago. 





E-J Gets Order for 
32,000 Welfare Shoes 


RocHESTER, N. Y.—W. Ray Whitley, 
city purchasing agent, has ordered 32,- 
000 pairs of shoes from the Endicott- 
Johnson Corporation for welfare clients 
during the company year. But, said 
Mr. Whitley: 

“We ordered 32,000 ‘more or less’ 
and will not have to take them all un- 
less we need them.” 

In other years the city purchased 
more than the total sought in the adver- 
tised bids, due to the demands of relief 
charges. 

The firm offered to supply the varied 
sizes and types for a grand price of 
$48,470. 





Montgomery Ward Promotes 
R. M. Johnson 


New York — Effective February 
10, R. M. Johnson will take over the 
duties of buyer of women’s sport shoes 
for Montgomery Ward, a position for- 
merly held by R. A. Reynolds, who 
passed away recently. Mr. Johnson is 
being promoted from the position of 
retail merchandiser of shoes in the St- 
Paul territory, which he has held fcr 
the past four years. 
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Do you need 
HELP? 


Consult the CLAS- 
SIFIED PAGES of 
Boot and Shoe Recorder. 


Raf 
3» 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


INEXPENSIVE! 


Featured in leading 


fashion magazines at 


$2.95 per pr. 


OUR PRICE 
TO YOU 


$18.00 


Per Dozen 


AGAIN IN 1941 


More popular and better known than ever. 
Supported by a national advertising campaign. 


SMART because no two pairs are ever woven with the same 
pattern or design. Each pair is hand tooled. 


Insist upon the genuine STEERHIDE HUARACHE. 





EFFECTIVE! 
BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
100 E. 42nd St., New York, N. Y. 








YOUR CUSTOMERS WILL. 
Natural Beige Leather Only 


ALL SIZES FOR MEN AND WOMEN FROM 


3 TO 14 


Immediate Delivery 


The QLD MEXICO SHOP 


SANTA FE-- NEW MEXICO 





Attracting Business 
To Suburban Store 


[CONTINUED FROM PAGE 15] 


the southern city limits, where the 
most luxurious of buildings, clubs, the- 
aters, etc., are found. 

The store front is in cream and dark 
green vitiate tile glass, with a “blind” 
entrance, concealed in a recess of the 
arcade-window aisle in front. There 
are six windows, including one 18-foot 
panel, and a rounded-glass postless 
“reminder” window near the entrance- 
way. Terrazo tile is used for the ar- 
cade flooring. As shown, windows can 
be seen easily from any angle. 

In the women’s shoe salon, most im- 
portant bracket of sales for the new 
store, no stock is shown whatsoever, 
and there are only two shoes on dis- 
play—one each in small fluorescently- 
lighted display panels in the rear wall. 
This room is done in cream and green, 
with a rich green broadloom carpet, 
cream leather fitting chairs, and 
green-striped divans. All foot-fitting is 
handled on six leather hassocks. The 
stockroom is behind the right wall and 
customers are asked to make their 
selections from the large window to the 
left of the store entrance. There are 
three full-length mirrors. Quiet, effi- 
cient fitting with a minimum of stock 
on view is the purpose of this salon 
which has shown amazing sales results. 

The hosiery, bag and accessory bar is 


at the front of the central men’s de- 
partment of the Robinson Plaza Store. 
Here an outstanding improvement is 
the all-mirrored display bar, 3% feet 
high, which was so designed by Mr. 
Cox to allow the entering customer to 
see her legs reflected from floor to 
skirtline—this in turn bringing out the 
suggestion of hosiery purchases. Fluo- 
rescent light over the bar combined 
with six banks of stock drawers and the 
mirror arrangement makes this touch 
extremely effective. 

The new building is entirely air-con- 
ditioned and has a staff of seven sales- 
people. Three price lines are featured, 
including most of the favored national 
brands sold in the downtown store. 
Manager is W. W. Cunningham. 


Cincinnati Store Reduces 
Price Range 


CINCINNATI, OHI0O—The French 
Bootery here, having received its new 
charter, has instituted a change of 
policy. E. C. Eichelberger, who form- 
merly owned part interest in the 
French Bootery, recently bought out 
his partner and is now sole owner and 
manager. 

The new policy consists of a reduc- 
tion of prices, from the former range 
of from $6.50 to $16.95, to a new price 
level of from $5.00 to $10.75. The 
French Bootery, called “The Society 
Shoe Shop,” will continue to feature 


high-quality, high-style merchandise, 
but the new lows in price are expected 
to attract wage-earning girls as well 
as debutantes and dowagers. 

“Always Your Size” is one of the 
slogans of the French Bootery, and Mr. 
Eichelberger announces that he will 
specialize in extreme sizes even more 
than he has done in the past. The 
store also boasts some attractive re- 
modeling and _ redecorating.  Beige- 
blonde furniture with royal blue up- 
holstery stands in a setting of light, 
sky-blue walls and gold drapes. The 
atmosphere is light, sophisticated, 
Parisian, and in keeping with the name 
of the store. 

Mr. Eichelberger was formerly with 
Smith-Kasson Company and Todd 
Brothers, where he managed the de- 
partment, “Eichelberger Shoes Incor- 
porated.” He is succeeded at Todd 
Brothers by Albert George Varin, for- 
merly of the Chicago Stetson Shop and 
the John Shillito Company in Cin- 
cinnati. 


Barnett Store in New Location 


HUNTINGTON ParK, CALIF. — Bar- 
nett’s Bootery has moved to their new 
location at 6507 Pacific Boulevard, this 
being a much more central site than 
their former store. Three well known 
brands of shoes are featured here. 
Barnett’s is a small, home-owned group 
of stores, with main offices in Long 
Beach, California. 














L. H. Salvage Named 
N.E.S.L.A. President 


Boston, Mass.—Louis H. Salvage of 
the Louis H. Salvage Shoe Company, 
Manchester, N. H., was elected pres- 
ident of the New England Shoe and 
Leather Association at its Seventy- 
second Annual Meeting, Wednesday 
evening, January 29, succeeding George 
A. Dempsey of the Farmington Shoe 
Mfg. Co., Dover, N. H. 
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Pittsburgh Retailers 


Open Spring Lines 

PITTSBURGH, PA.—Most of the shoe 
retailers. here began showing their 
Spring lines on February 1 this year, 
opening the season a week or two 
earlier than usual. Elasticized gabar- 
dine and leather seem to be the most 
popular with the trade, with open toe 
and some open heels showing strong. 
Patent leathers are popular with some 
of the shoe buyers, while others don’t 
think they’ll sell. 

Some wedges are being stocked, but 
mostly high and low heel pumps are 
the favorites. 















LOUIS H. SALVAGE 


An enthusiastic meeting was held by 
over 150 members of the association, 
following a steak dinner at the Copley- 
Plaza hotel. Reports of the officers and 
committee chairmen were received and 
plans approved for continued associa- 
tion opposition to unfair trade prac- 
tices in the shoe industry, for maxi- 
mum cooperation with the U. S. Army 
and Defense Commission officials in 
securing army and navy footwear and 
other leather needs and for promotion 
plans to maintain New England’s 
leadership in the shoe and leather in- 
dustries. 

The dates of the next Boston Shoe 
Fair were set for June 2, 3, 4 and 5, 
1941, at the Hotels Statler and Parker 
House. 

The highlight of the evening was 
the witty presentation by Vice-Pres- 
ident Charles T. Cahill of a ship’s 
clock and barometer to retiring pres- 
ident, Mr. Dempsey, and a desk and 
clock set to the retiring treasurer, 
Eugene L. Wyman, in behalf of his 
fellow officers and members as a token 
of appreciation for the splendid ser- 
vices rendered the association during 
their four years in office. 

The officers and directors elected 
to serve during 1941 were: Louis H. 
Salvage, president; first vice-president, 
J. Franklin McElwain, J. F. McElwain 
Company, Nashua, N. H.; second vice- 
president, Charles T. Cahill, United 
Shoe Machinery Corp., Boston; third 
vice-president, H. O. Rondeau, H. O. 
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forated vamp and quarter. 
Flexible Walking Shoe. 

in Toe. Untined. 
Sizes 3-8. in Stock. 


Forecast: Prepare for 
Steady Growth In 
Juvenile Volume. 


Statistics show that the birthrate is 
increasing more rapidly than at 
any time during the past 10 years. 
This means more customers for Mrs. 
Day's Ideals—and ithe dealers who 
sell them. Already sales for 1940 
are ahead of any previous year in 
our 38 year experience. There's no 
better “feeder” to your Juvenile 
Shoe Department than the famous 
Mrs. Day's Ideal line. Known to 
millions of mothers who have tried 
Ideal fabrics and kids, it is no task 
at all to sell them the specialized 
Flexible Walking Shoes of ‘deal 
manufacture. Let us place com- 
plete details before you. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 





























Rondeau Shoe Company, Farmington, 
N H.; treasurer, James T. Gormley, 
Day-Gormley Leather Company, Bos- 
ton, and secretary, Maxwell Field, 
Boston. 

Directors: Robert H. Adams, Charles 
Cushman Company, Auburn, Maine; 
Charles E. Allen, Allen-Squire Com- 
pany, Spencer, Mass.; S. D. Ansin, 
Ansin Shoe Mfg. Company, Athol, 
Mass.; Stuart H. Armstrong, Wiley- 
Bickford- Sweet Corp., Worcester, 
Mass.; A. F. Bancroft, Bancroft 
Walker Company, Waltham, Mass.; 
George Barkin, A. R. Hyde & Sons 
Company, Cambridge, Mass.; William 
H. Bresnahan, Compo Shoe Machinery 
Corp., Boston, Mass.; L. M. Carroll, 
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Norway Shoe Company, Norway, 
Maine; Daniel J. Danahy, H. H. Brown 
Shoe Company, Inc., Worcester, Mass.; 
John E. Daniels, John E. Daniels Lea- 
ther Company, Boston, Mass.; William 
E. Doyle, Doyle Shoe Company, Brock- 
ton, Mass.; Arthur L. Evans, L. B. 
Evans’ Son Company, Wakefield, Mass.; 
Harry E. Gardner, American Oak 
Leather Company, Boston, Mass.; 
Robert Goldstein, John E. Lucey Shoe 
Company, Middleboro, Mass.; C. Henry 
Jacobs, A. Jacobs & Sons Company, 
Inc., Lynn, Mass.; Roy T. Johanson, 
Eagle Shoe Mfg. Company, Everett, 
Mass.; Joseph T. McCauley, Allied Kid 
Company, Boston, Mass.; S. N. Nec- 
tow, England Walton Division, A. C. 
Lawrence Leather Co., Boston; Thomas 
F. O’Byrne, Somerset Shoe Company, 
Skowhegan, Maine; Frank S. Shapiro, 
National Shoe Corp., Marlboro, Mass.; 
J. A. Slosberg, Green Shoe Mfg. Com- 
pany, Boston, Mass.; Daniel E. Wat- 
son, Watson Cut Sole Company, Bos- 
ton, Mass. 

Ex-Officio Directors: George A. 
Dempsey, Farmington Shoe Mfg. Com- 
pany, Dover, N. H.; Alfred W. Dono- 
van, E. T. Wright & Company, Inc., 
Rockland, Mass., and Harold S. Won- 
son, Commonwealth Shoe & Leather 
Company, Whitman, Mass. 


Northwest Retailers Acts 
To Bar Employe Sales 


MINNEAPOLIS, MINN. — Northwest 
shoe retailers at their annual associa- 
tion convention here, late in January, 
passed a resolution approving a bill 
before the state legislature prohibiting 
the purchase by any unit of state or 
local government of merchandise for 
resale to employees. They also ap- 
proved in principle of another bill be- 
fore the legislature prohibiting pur- 
chase of merchandise by industries for 
resale to employees. In a third resolu- 
tion the retailer group reaffirmed its 
desire for federal legislation to tax 
chain stores. 

Officers elected in addition to J. B. 
Haraldson, 1941 president, are W. C. 
Koch, Osceola, Wis.; A. T. Anderson, 
Detroit Lakes, Minn.; A. R. Krohn, 
Williston, N. D., and L. A. Zieske, 
Hudson, S. D., vice presidents; and 
the following directors: O. H. Schuler, 
Minneapolis; E. C. L’Esperance, Grand 
Forks, N. D.; H. D. Webb, Aberdeen, 
S. D.; H. E. Sandum, Devils Lake, N. 
D., and J. W. Julian, Eau Claire, Wis. 
H. S McIntyre was re-named secre- 
tary-treasurer. 


Launch Sunstyles; 
Raise Prices 

New YorK — Thom McAn Shoe 
Stores have launched an attractive 
window promotion of “Sunstyles for 
41,” featuring white shoes and white 
combinations. The retail price of Thom 
McAn Shoes has recently been ad- 
vanced from $3.35 to $3.40 per pair. 
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“Brownbilters” Hold Inspiring Convention 


Pretty girls, dressed in appropriate costumes, paraded the new styles on the run- 
way at the meeting of the Brown plan retailers. 


St. Louis,. Mo.—Amid a spirit of 
confidence and enthusiasm over the 
business outlook for the current year, 
the Brown Shoe Company store plan 
operators met in St. Louis last week for 
a three-day annual convention. There 
were some two hundred delegates from 
every state in the Union. They are 
known as “Brownbilters.” They own 
their own stores but operate under the 
Brown plan. 

At the initial session, the doors 
swung open with the orchestra playing 
“Hail, Hail, the Gang’s All Here,” fol- 
lowed by “God Bless America.” Con- 
vention Chairman Ed Pankau, man- 
ager of the Brown Plan Department, 
sounded off the keynote “Back to Work 
We Go.” Large banners were hung 
around the hall, indicating the tremen- 
dous expansion that is taking place in 
all industries, thus proving that busi- 
ress is definitely on the upgrade and 
that consumer. purchasing power is 
rapidly approaching the 1929 peak. 

Following Mr. Pankau’s opening ad- 
dress, John A. Bush, president of Brown 
Shoe Company, welcomed the delegates 
and delivered an enlightening talk on 
“Price Expectancies.” 

The regular business sessions were 
devoted to a dramatic presentation of 
the new Spring and Summer lines. 
W. H. Ogden, sales manager of the 
men’s and boys’ division, ushered in his 
program with a talk “Roblee Lights the 
Highway to Greater Sales in ’41.” Bob 
Brown, sales manager of the women’s 
and children’s division, chose for his 
subject “The Way the Style Winds 
Blow,” as a prelude to the Airstep show 
conducted by Carl Fliegner. Both style 
and merchandising specialists were 
pressed into service as the various lines 


were paraded before the merchants on 
elevated runway. 

The full scope of Brown’s 1941 adver- 
tising campaign was ably portrayed by 
Norman La Vally, of the Leo Burnett 
Advertising Agency. Other highlights 
of the merchandising sessions included 
Wa!ter Brun’s story on how to tie up 
with the national campaign; Bill Rowe’s 
“Safetoe” program; and Frank Corn- 
well’s demonstration on how to use 
“tie-in advertising.” 

The Tuesday night banquet was a 
bright and festive occasion with music 
and entertainment, topped off with an 
inspiring note by A. D. Anderson, edi- 
tor of Boor & SHOE RECORDER. Mr. 
Anderson pointed out that the very 
spirit of America is typified by the 
owner-operated retail establishment, 
that the individual dealer’s will to carry 
on and fight the battle of competition 
is in itself his great asset. 


Goldstein to Join Buffalo 
Store as General Manager 


BuFFALo, N. Y.—Lou. Goldstein, who 
recently resigned his position as shoe 
buyer at Sattler’s Department Store, 
will shortly join John H. Eckardt, Inc., 
department store, 950 Broadway, as 
general manager. 


Nashua Slipper Opens 
Boston Office 


LOWELL, Mass.— The Nashua Slip- 
per Company, of this city, manufac- 
turers of slippers and footwear for the 
entire family, have recently opened a 
new sales office at 186 Lincoln Street, 
Room 810, Boston, Mass. 
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Assisting in Chicago 
Territory 


CuHicaco, ILtt.—Eddie Baron is now 
assisting David A. Marks in covering 
the local territory for Craddock-Terry 
Shoe Corp. He replaces Lt. Mortimer 
A. Marks, recently called to active 
service in the U. S. Marines. 


Store Manager Gets Leave 
For Army Duty 


INDIANAPOLIS, IND.—Captain Thomas 
A. Bailey, in command of Headquar- 
ters Company, 15lst Infantry, 38th 
Division, and manager of the Indian- 
apolis Walk-Over Shoe Store, 28 N. 
Pennsylvania Street, has been granted 
a year’s leave of absence by the Geo. E. 
Keith Company. 
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BUSTLE 






















We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 





















Emil Eitel 
Karl Eitel 
Otto Eitel 








CAPT. THOMAS BAILEY 


Captain Bailey left January 28 
for Camp Shelby, Hattiesburg, Miss. 
He was on the troop train which was 
derailed at Laurel, Miss. However, he 
escaped with only minor injuries. He 
has had 28 years of military service, 
including active duty on the Mexican 
border in 1916 and in the World War. 
He first enlisted in 1910 in the Rhode 
Island National Guard, was an officer 
in the Ohio National Guard from 1923 
until 1930, and in his present unit 
since 1932. He has been manager of 
the Indianapolis Walk-Over store 
since 1932, after managing similar 
stores in Ohio at Toledo, Lima and 
East Liverpool. A son, Arthur T. 
Bailey, is connected with the Air Corps 
at France Field, Panama Canal Zone. 





Buying Strong at Chicago 
Travelers’ Showing 


CHIcaGo, ILL. — A lively interest in 
at-once shoes with a good volume of 
orders for future deliveries character- 
ized buying at the regular monthly 
shoe show of the Chicago Shoe Travel- 
er’s Association held January 20 and 
21 at the Morrison Hotel. 

Gabardines were bought heavily for 
at-once delivery and although volume 
orders were placed in black, there was 
also a heavy demand for both blue and 
brown gabardines. Most popular were 
combinations with patent and with 
snake and lizard heel and platforms. 
A punched gabardine shown by one 
house created especial interest. Beiges 
and saddle tans in the western motif 
sold well. There appeared to be a grow- 
ing interest in patents and elasticized 
crushed leathers in the better grade 
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shoes. Play shoes were ordered in 
volume for later delivery and there 
were scattered orders for whites and 
combinations. 

Prices in men’s shoes showed some 
advances but no price changes in the 
average line of women’s shoes were 
noticed as yet 

This marked the beginning of the 
fifth year of shows held by the Chicago 
Shoe Traveler’s Association. Geurge 
Slater, newly-elected president, an- 
nounces that not only is the number of 
exhibiting lines expected to grow dur- 
ing the year but attendance as well, 
since at each show there are retailers 
attending for the first time. He reports 
that the shows have drawn merchants 
not only from the immediate Chicago 
area but from surrounding states as 
well. Many out of town merchants 
have now become regular visitors. The 
next show will be held February 24th 
and 25th. 






















To Represent M. J. Saks 
In South 


New YorkK—Sam A. Idelson, for- 
merly traveling Georgia and Florida 
for the Bond Shoe Co., has recently 
joined the M. J. Saks Shoe Corp., 152 
Duane Street, this city, and is now 
representing this firm in his former 
territory. 
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Casual Shoes to Play 
Major Spring Role 
[CONTINUED FROM PAGE 32] 


the present crisis,” was asked. 

“I think we will have a controlled 
market all of the way through and 
that there will be neither,” said Mr. 
Lichenstein. 

The following were elected directors 
of the association: Paul R. Whitney, 
Syracuse, three years; George W. 
Cooke, Buffalo, one year; Mrs. Char- 
lotte Delevan, Binghamton, to complete 
the term of the late Charles R. 
Strange; Robert S. Park, Syracuse, 
three years; Mary H. C. Tracy, Au- 
burn, three years. 

Ernest N. Park, of Syracuse, was 
elected chairman of the local conven- 
tion committee and empowered to 
choose members to serve with him. 
Harry A. Chase, secretary, submitted 
his report. 

Resolutions of sorrow were adopted 
ont the deaths of Charles R. Strange, 
Binghamton; Mott B. Hughey, Wat- 
kins Glen; Watson F. Butts, Fulton, 
and Daniel M. Lynch, Niagara Falls. 

Mayor Thomas L. Holling, of Buf- 
falo, and other leading citizens sent 
an invitation to hold the 1941 conven- 
tion in that city. 


Further Trend to Military 
Styles in Men’s Shoes 


Cuicaco, ILL. — Military styles in 
shoes will be in big demand during the 
coming year judging by the definite 
military trend in all articles of men’s 
attire as shown in the style show pro- 
duced for the convention of the Na- 
tional Association of Retail Clothiers 
and Furnishers meeting here in conven- 
tion, recently, at the Hotel Stevens. 

The military influence prevailed 
throughout the style show, being par- 
ticularly evident in top coats and over- 
coats through the application of epau- 
lets, leather straps on sleeves, saber 
slits, military collars, and leather and 
brass buttons. Sports jackets appear 
with square and padded shoulders, also 
following the uniform influence. 


It was reported at the style show that 
green, with the exception of a few teals, 
is definitely out as a color, having been 
replaced by greys and grey blues in 
profusion. Egg shell, light camel and 
lighter tones appear as leading colors 
in top coats, mostly in coverts and hair 
fleeces. Style authorities point out that 
there are more double breasted than 
single breasted suits, the drape model 
coat is here to stay, and that men’s 
town suits have lower waist lines and 
are longer. 

A new trend in Summer formals was 
seen in a swing away from the tradi- 
tional white or dark jacket replaced by 
jackets in copper shades and in grey 
and Bahama blues. 
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Variety of Causes for Hide Price Decline 





Uncertainty of Europeaf® Outlook and Shipping Limitations, 
Added to Seasonal Factors, Explain Downward 
Trend Since First of Year 


New York — Uncertainty over the 
political outlook in Europe and tight- 
ening in the freight space situation, 
which have effectively hindered ship- 
ment of hides from South America to 
England, together with the deteriorat- 
ing statistical position of raw hides, has 
influenced the downward trend in the 
hide futures market in the first month 
of the new year. Declines amounting 
to slightly more than one cent a pound 
have been registered, after the hide 
market moved into new high grounds 
for the recovery just before the turn 
of the year. 

That hide prices should edge off at 
this season of the year is not unusual 
by any means. After all, there are not 
more than a half dozen of the large tan- 
ners of sole leather and some of the 
smaller interests who are at all inter- 
ested in buying the current poor qualitv 
hides which are now on the market. 
Then, again, the next two months wit- 
ness the poorest hides of the season. 
These grubby hides are not at all satis- 
factory to most tanners and consequent- 
ly a readjustment in prices downward 
is looked about as inevitable. 


Spot Hides Down a Cent 


In some quarters there is a tendency 
to expect even further downward ad- 
justments in raw hide prices in spite of 
the fact that the general expansion in 
business which was spurred on in part 
by the defense program is still forging 
ahead. The accelerated rate of business 
activity, indications that shoe produc- 
tion and sales for the coming year may 
prove to be the highest on record and 
the definite improvement in the employ- 
ment situation with its accompanying 
increased consumer purchasing power, 
temporarily at least, is being placed into 
the background. 

Spot hide prices have been marked 
down a full cent a pound in the last 
three weeks, and the likelihood of an- 
other fractional decline is indicated in 
the latest reports from Chicago. The 
leading kiliers have accumulated up- 
wards of 500,000 unsold hides, which is 
the largest supply held by packers un- 
sold at any time in many months. This 
reflects the apathy on the part of tan- 
ners toward augmenting purchases of 
raw hides of the poor quality at this 
time. 


Rubber Soles as Price Club 


That the Administration is deter- 
mined to prevent undue price advances 
in leather can be gleaned from the fact 
that the Quartermaster’s Department 
called for bids for 1,600,000 pairs of 
shoes to be in by February 13, and as 
a club against high prices for sole 


leather, asked for bids on half the quan- 
tity with rubber soles, the government 
to have the right to choose all-leather 
or half rubber, at the time of accepting 
the bids. 

The situation in the Argentine for a 
period during the month became rather 
disturbing. Heavy accumulations of 
hides in the Argentine took place, due 
to the restricted volume of business. 
The Argentine market which has been 
dependent for some time on a demand 
from England, developed decided weak- 
ness toward the middle of last month 
when it was announced that due to the 
freight space shortage the British tan- 
ners’ purchasing agent had withdrawn 
from the market. Scattered sales of 
Argentine hides were made to Japan. 
However, toward the end of the month 
upwards of 125,000 Argentine hides 
were sold mostly to U. S. interests, 
which alleviated the situation there. 
The Argentine market, however, is 
nominally off 2%c. a pound from the 
prices prevailing the first of the year, 
when they were 15%c. basis frigorifico 
standard steers, and are now nominally 
quoted at 13 cents a pound. It must 
be realized that this is for the very 
good hides which are now being moved 
in the Argentine. 


Domestic Price Levels 


In the domestic market, native steers 
are available at 12% cents, but are ex- 
pected to move at the 12 cent level, 
whereas at the beginning of last month 
a 13 cent price prevailed, while light 
native cows are 13% cents for river 
points, and 13 cents for northerns and 
are expected to be shaded a full % cent. 





Julius Goldstein 


Boston, Mass.—Julius Goldstein, who 
retired five years ago as head of Julius 
Goldstein & Sons, one of Boston’s 
largest shoe wholesalers, with head- 
quarters at 200 Lincoln Street, died 
February 2 at the Beth Israel Hospital 
in this city, following a long illness. 
His home was at 11 McClellan Street, 
Dorchester, Mass. 


Mr. Goldstein was born in Russia and 
emigrated to this country while a youth, 
organizing and becoming the head, soon 
afterward, of the company which bears 
his name. He was one of the founders 
of the Temple Beth El in Dorchester, 
where funeral services were held on 
February 3, followed by burial in the 
Beth Israel Cemetery in West Roxbury. 

He was also a member of the Hebrew 
Free Loan Societies, of the Corporation 
of Tifareth Israel and was an associate 
of several Hebrew Theological colleges. 
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Shoe Man in State Legislature 


MILWAUKEE, WIs.— New legislator 
on hand when the 1941 state legisla- 
ture convened recently at Madison, is 
Charles E. Collar, Republican Assem- 
blyman representing the 15th Milwau- 
kee district, who has been identified 
with the shoe business for more than 
40 years. A former president of the 
Milwaukee Shoe Retailers’ Association 
and long active in its affairs, Mr. Collar 
has operated his own shoe store, has 
served as buyer for S. J. Brouwer Shoe 
Co., and Gimbel Bros., and at present 
is district manager for the Martin 
Shoe Co. 
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More Barrels for War Relief 


Keokuk, lowa—The Baur-Mullarky Company has joined in the Barrels of Shoes 


for War Refugees campaign. 


They secured a barrel, painted it red, white and 


blue, and with a sign explaining its purpose, placed it in the front of the store. 
So far two barrels have been collected and shipped to British War Relief head- 


quarters. 





Allied Shoe Products to 
Exhibit March 30-31, April 1 


New YorkK—The eighth annual Allied 
Shoe Products and Style Exhibit will 
be held at the Belmont Plaza Hotel, 
New York, on March 30 and 31 and 
April 1. As in previous years the show- 
ing will be held at the same time as 
the Leather Show under the auspices 
of the Tanners’ Council and the N.S.- 
R.A. Fall Style Conference at the 
Waldorf-Astoria Hotel. However, this 
Allied Shoe Products Show will in no 
way conflict with the Leather Show, as 
the exhibiting firms are those making 
basic ingredients used in shoemaking 
other than leather, such as lasts, trim- 


mings, ornaments and other products 
coming under the heading of supplies. 

Located in a hotel just across the 
street from the Leather Show, its ac- 
cessibility and the fact that the firms 
are showing under one roof enables the 
exhibits to be inspected with a minimum 
of time and effort. 

This Allied Show is a group effort on 
the part of leading firms catering to 
the shoe manufacturing trade and is 
now an established semi-annual event. 
Under the direction of A. C. Reuter, it 
has shown a steady improvement in in- 
terest and attendance at each suc- 
cessive show. Headquarters are main- 
tained in Room 425, in the Marbridge 
Building, New York City. 





For Summer Wear 


White with blue is featured in this chil- 

dren’s walled last moccasin type from 

the Spring line of Roberts-Johnson- 

Rand. Note the interesting pattern of 

the perforations. This is a shoe to be 

featured for wear with play clothes for 
Spring and Summer. 


Fund Drive Goes Over the Top 


New York—The 1940 campaign of 
the Greater New York Federation of 
Jewish Charities wound up gratify- 
ingly for the Hide, Skin and Leather 
Division, with practically all members 
of the trade actively participating and 
contributing. 

In 1939, the division had a quota of 
$18,000, which failed of attainment by 
$370, with 150 individual donations. 
The greater needs and operating deficit 
of the Federation necessitated an in- 
creased quota for the Hide, Skin and 
Leather Group. George B. Bernheim, 
head of R. Neumann & Co., who has 
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WHERE 
TO 
BUY 


Workshoes 





STEEL TOE 
stat saiety SAFETY SHOES 
(Patented) and 

POPULAR PRICED 

WORK SHOES 

Carried in Stock 














BOOT CREME 
by CAVALIER 
PRESERVES—DYES 


WATERPROOFS 
SHINES 


21 COLORS 
CAVALIER 
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Innersoles 
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If customers’ good-will be your goal, 
Give them Newflex Innersoles. 





NEWFLEX PIGSKIN 


INNERSOLES - COUNTERS - WELTING 








been chairman of the division com- 
mittee for many years, undertook the 
task of raising $20,000 for the 1940 
drive. With able men in the trade 
working energetically and giving their 
own money as well as their time to 
solicit funds from others, the cam- 
paign succeeded. 

Twenty-seven more individual dona- 
tions were secured, making a total of 
177 contributors, and the amount 
raised was $20,885. 

The increase over the raised 1940 
quota of $2,000 was more than double 
the deficit of the 1939 drive, and this 
fine showing so gratified the committee 
workers that George Bernheim treated 
his aides to a cocktail party when he 
made known the final figures and gra- 
ciously thanked his colleagues for their 
splendid effort and cooperation. 


J. H. Hershey—50 Years 
A Retailer 


COATESVILLE, Pa. — J. H. Hershey, 
owner and operator of the retail shoe 
store under his name at 136 East Main 
Street, here, is celebrating his 50th 
year as a retailer. 


J. H. HERSHEY 


For the past 40 years, Mr. Hershey 
has owned and operated his own shoe 
store at the above address and today 
enjoys a very successful business. Prior 
to his opening his own store, he was 
connected with the general merchandis- 
ing business for ten years. 

Still active and attending his busi- 
ness every day, Mr. Hershey now car- 
ries on the business with the help of 
his son, J. Hartman Hershey, Jr. Also 
helping in the store is Preston G. 
Chamberlain, who has been in his em- 
ploy for the past 23 years. 

During his 40 years in the retail 
shoe business, Mr. Hershey has been 
a constant subscriber to the BooT AND 
SHoe REcoRDER and, as a matter of 
record, has received something like 
2,080 copies, which is a lot of reading. 


York Retailers Meet 


York, Pa.—Trends in footwear and 
news of recent style shows in New 
York and Chicago were discussed re- 
cently at the January meeting of the 
York Shoe Retailers’ Association, held 
in the Hanover Shoe Store at 7 South 
George Street. 

Samuel Brueggeman talked on his 
fifty years’ experience in the shoe busi- 
ness. Willis Bange spoke on men’s and 
boys’ shoes, and Cletus Reineberg on 
juvenile footwear. 

It was reported that at the present 
time business is good in the local stores. 

Those present included: Lewis Lebo- 
witz, Willis Gilbert, Woodrow Smith, 
Bernard Shaeffer, Ellis Swartz, Ed- 
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ward Reineberg, Jacon Reineberg, 
Michael Britcher, Mr. Brueggeman, 
Charles Martin, Cletus Reineberg, Cle- 
tus Reineberg, Jr., Mr. Bange, William 
Gilbert, Bernard Snyder, George Shenk, 
David Lewis, James Ravine and Syd- 
ney Horowitz. Host of the evening was 
Willis Gilbert. 

A representative of the National 
Shoe Retailers’ Association will be the 
speaker for the next meeting on Mon- 
day, February 24. 


Store Managers Meet 
In Worcester 


WORCESTER, Mass.—Managers of 36 
G. R. Kinney Shoe Stores in New Eng- 
land attended a recent business meet- 
ing in Hotel Bancroft. The meeting 
was under the direction of P. C. Jacob- 
sen, manager of the Worcester store, 
and C. O. Anderson and J. M. Boney, 
general sales manager and district 
manager, respectively, of the New 
England district. 

The Kinney store in Worcester was 
the New England leader in volume of 
sales and for that reason the managers 
came to this city to hold their meeting 
and to inspect the local store. Service 
buttons and gifts were presented Mr. 
Jacobsen and seven other managers 
who have been with the company for 
18 years or more, and to Mr. Boney 
for his 20 years of service. 


Leo Sholtz 


New YorK—Leo Sholtz, stylist for I. 
Miller & Sons, Inc., shoe manufactur- 
ers and retailers, died suddenly at the 
Hollywood Beach Hotel in Hollywood, 
Florida, on Saturday morning, Feb- 
ruary Ist. Mr. Sholtz had been in poor 
health for the past several months and 
was in Florida recuperating. 

Prior to the present war, Mr. Sholtz 
was European representative for I. 
Miller & Sons, making his office in 
Paris. He was engaged, at that time, 
in the fashion coordinating program of 
his firm. At the outbreak of the pres- 
ent war, Mr. Sholtz returned to this 
country to continue his duties from 
here. 

He was associated with the firm 
since 1915. Mr. Sholtz was the son of 
Mrs. I. Miller, the wife of the late 
Israel Miller, founder of I. Miller & 
Sons, Inc. He was closely associated 
with George, Michael, Maurice and 
Irving Miller, who are now in charge 
of the firm’s operations. Charles Mil- 
ler, also of the corporation, passed 
away about four years ago. 

Mr. Sholtz was 44 years of age and 
is survived by his widow, Mrs. Daisy 
Sholtz; two children, Bernet and Iso- 
bel; his mother, Mrs. I. Miller, and 
two sisters, Mrs. Harry Bermant and 
Mrs. Maurice Miller of this city. 

Funeral services were held at the 
Riverside Funeral Chapel, 76th Street 
and Amsterdam Avenue, on Monday, 
February 3rd. 





SPRING 


Eye-catching Bunny and Egg 
design in fuchsia and yellow on 
a white background. Ticket in 
harmonizing colors. 














CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 
SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes. 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60¢ each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blonk. Samples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $!1.10—Ii2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 





Pouy Cup Polly Clips 


for Price Tickets For Price Tickets — Adjustable 
| —Tilt at any angle. 


Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 
SHOE HOLDER included. seoceces 





Polly Shoe Holder 


to display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combino- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or nt . $2.00 


6 dozen (printed or blank 1.10 
| dozen (printed or blank 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additicnal. 





SERVICE | MONTHLY HOLDERS | 7 see Ri 





Ne. 1 $5.00 6 100 





4.00 4 100 





50 


























») 1 FOR ITSELF «+ IN 
fie INCREASED BUSINESS 


/ Mi uf ( oufrort A oro! 





SEL S* 














“B" — Deep Lavender & “D” Rose, blue “O” Salmon, blue “P” Blue & yel- 
green design—pink back- & yellow on white & black on white low on white 
greund. background. background. background. 


SIZE: 1/2" x24%"—Prices on opposite page. 
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Women’s, Children’s Shoes and Women’s Hosiery. 
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For this service we will pay 


FOR 


/ 


SRE ( == ———SSSSSSSEE=———SS——aaaeaeoaNa—a—a—a—a—a—a—a——_ 


Ss. 
STORE NAME 


For 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 

for 
each month’s service deliv- 


payable 
vu. 


. per year, 
per month. 
additional 


t 
card holders. 


we agree to pay $1.00 
month 


cash in advance, full year’s 
service, 5% discounts. Checks 
from foreign subscribers 
ered, and agree to return the 


must be drawn on 


der, 
per 


AGO 


. with erder, please, unless C.0.D. preferred 


Please enter our order for the 


IM- 


one 
+ consisting 


. card hold- 


ers (with the first month's 
cards, and 


"Selling Messages,” 
beginning with February 
continuing monthly for 

. blank tickets each 


for Card Service No. 
Ss GE dav ci ccsccncs 


fifty, additional. 


PRINTED TICKETS, at 35¢ per 


Recorder 
service), ........ 


year, 
of 
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lnssified Maurdez, 























SALESMEN WANTED WANTED TO PURCHASE FOR RENT 
SALESMAN for nationally known gepuler ANTED TO BUY well equipped Slipper 
priced Slipper and Sandal Factory. or Shoe Factory. Address $42, care Boot FOR RENT 


jection to non-conflicting side line. State full 
particulars ; territory covered; type of line now 
carrying, if any; and whether or not traveling 
by automobile. Address $41, care Boot & Shoe 
as ama 100 East 42nd Street, New York, 





SALES REPRESENTATIVE to handle our 
In-Stock Infants’ Pre-Welts and Men’s Pre- 
Welt Loafers. Commission basis. Open terri- 
tories for New York City; New York State: 
Pennsylvania; Washington; Baltimore and New 
jersey. Can be carried with non-conflicting 
ine. Address: NEWTON SHOE CO., 192 
Broad St., Lynn, Mass. 


SALESMAN WITH ESTABLISHED 
CLIENTELE wanted for Pennsylvania, New 
York State, New England and Middlewest. 
References required. Up-to-date line of Moc- 
casins. Address £39, care Boot & oe 4 
corder, 100 East 42nd Street, New York, 


E StAmsene> MANUFACTURER of hard 
sole play shoes, beach sandals and slippers 

desires salesman for Middle-West and South- 

ern territories. Address $38, care Boot & Shoe 

Recorder, 100 East 42nd Street, New York, 
Y. 











§ ALESMEN WANTED to handle Men's, 
Women’s and Children’s camp Moccasins 
and Loafers to Volume Buyers. Strictly com- 
mission basis. Territories open, Louisiana, Ala- 
bama, Montana, Idaho, Washington, Minnesota 
and California. Address $37, care Boot & Shoe 
Recorder, 140 Federal St., Chicago, Il. 


S AL SSSEN: Jobbers’s line Two Dollar 

Women’s Novelty Line in-stock for Vir- 
ginias, Carolinas, Georgia, Alabama, Pennsyl- 
vania. Straight commission. State experience. 
Address £36, care Boot & Shes Recorder, 100 
East 42nd Street, New York, N. Y. 


pew ag ss aif to sell Union Made Work Shoes 

Safety Toe Line on straight commission 
a, to retail merchants—Michigan, Illinois, 
Ohio, Pennsylvania, Nebraska and Kansas ter- 
ritories. Address 234, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New Yor’, N. Y 


WANTED—Local representatives in cities 

over 200,000, to sell shoe cleaner on straight 
commission. trade mark—very practical 
side-line for men visiting shoe and department 
stores. Apply with references to 344, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 














FOR LEASE 


Fok LEASE: CHILDREN’S SHOE DE- 

PARTMENT located in Boys’ and Girls’ De- 
partment of established Men's, Women’s and 
Children’s store; furnished with fixtures and 
stock room ready for merchandise. Interested 
~ er a good quality shoes with 

ital, and first-class reference 

SELBER BROTHERS. INC., SHREVE. 
PORT, LA. 


FoR LEASE: Shoe Department in Ladies’ 
Specialty Shop, near niversity Campus. 
Write Harkey’s Fayetteville, Ark. 











& Shoe Recorder, 100 East 42nd Street. New 
York, N. Y. 


E, STABLISHED STORE wanted: Better 

grade, branded lines. Will pay good price. 
State volume, rent, type shoes. Address 245, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, } A 





Shoe store, leading New Jersey town, 
100% location— good agencies — suc- 
cessful shoe store, 34 years. Front 
modern; fixtures complete. Owner re- 
tiring because of iliness. 


T. COHEN 


SOMERVILLE, N. J. 











BUSINESS OPPORTUNITY 








FOR SALE: 

Three Family Shoe Stores—individually or 
as whole. $120,000 annual gross. Volume 
increasing. Average net profit $12,000 an- 
nualiy. Located large Eastern city, fastest 
growing community in U. 8. Owner retiring. 
Correspondence invited. 

Address £18, care BOOT & SHOE RECORDER, 

100 East 42nd Street, New York, N. Y. 











S UMMER'S OLD SOILED SHOES MADE 
SALEABLE! Any discolored, yellowed, or 
shop-worn whites (excepting fabrics or bucks). 
Recolored snow white by New Process, 50¢ 
pair. WHITE LEATHER RESTORER, 305 
Seabreeze, Daytona, Florida. 





SIDE LINE SALESMAN WTD. 


ANUFACTURER of foot appliances and 

parts desires side line salesmen calling on 
retail trade on commission basis. State terri- 
tory, references and experience. Address $24, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


@ IDEL INE SALESMAN for Prewelts, A 
dren's, Misses’ Stitchdown shoes. 
ONER SHOE COMPANY, 156 Duane ook 
New York. 











LINE WANTED 


WELL KNOWN SALESMAN open for line 
for North Carolina, South Carolina, Vir- 
ginia, West Virginia. I have been eleven 
years with one concern. Address $20, care 
Boot Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


UBBER FOOTWEAR SALESMAN desires 

change. Widely known throughout terri- 
tory; twenty-eight years’ continuous experience 
on the road selling rubber footwear, and repre- 
sented but two rubber footwear manufacturers 
in this entire time in Ohio, Kentucky, West 
Virginia and Tennessee. Have been selling 
jobbers and large chains mostly. Capable of 
producing volume business. ould also con- 
sider position as buyer t. Rubber Footwear De- 
partment for Jobber or Large Chain. Can fur- 
nish A-l references. Address $35, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 











se ROOM FOR RENT in growing town 
of 13,000 with fifty thousand drawing popu- 

lation. 100% location for Chain Shoe Store, 

ae Jewelry, etc. J. H. Henry, Winchester, 
a. 





POSITION WANTED 


ORTHOPEDIC SHOEMAN, European Medi 
cal Doctor, American Shoe experience, seeks 
position as Orthopedic Salesman or Supervisor, 

New York or vicinity. Address $43, care Boot 

3 snr ; aon 100 East 42nd Street, New 
or’ 











WANTED TO BUY 


FIILL OR CONTROLLING INTEREST 

in going Infants’ or Children’s Shoe Fac 
tory; Pennsylvania preferred, or what have you 
State rticulars. Address $40, care Boot & 
ee a 100 East 42nd Street, New 
ork, ° 











Promotes Cowboy Boots 
For Campus Wear 


CuicaGo, ILtL.—In keeping with the 
rising popularity of the western and 
frontier influence in shoes, Marshall 
Field & Co. is featuring genuine cow- 
boy boots for girls and women in its 
Young Modern’s Shoe section. This real 
western riding boot, complete to the 
high, tucked-in heel, is being enthusi- 
astically accepted for campus wear, 
especially in bad weather. Offered at 
$8.75 it is featured as “More exciting 
than a rodeo. . . this new cowboy boot 
fad from out of the West. Sturdy calf 
boots, starred and stitched like a wrang- 
ler’s, Try them with your country rid- 
ing clothes . . . shoe up for outdoor 
sports meets in these rough and ready 
boots. Choose yours in black calf, red 
starred, brown calf, white starred.” 








gia deat ba ceumned. 





mum charge, 75 cents. For all other classified 
When a ae ee coe on eee 





CLASSIFIED ADVERTISING RATES | 


The rate for bP paren and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
ould be added for the address. In all other cases each word of the | 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® 
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~ MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 

We buy for cash surplus or complete shoe stocks. 

Branded or unbranded. Generous prices. 


AR 
Philadelphia, Pa. 
Phone Market 9139 








WE BUY - 

Surplus Wholesale and Retail 
randed Shoes such as 
. Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 

IRVIN BUBIN 

“The House of Jobs’’ 
898 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 
Men's, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 


79-81 Reade St., New York 
Unusual references on request. 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Sales Strategy 
Avoids Confusion 


GuLFPoRT, Miss.—A seemingly insig- 
nificant point in the merchandising of 
sport shoes which often means saving 
of much time for the shoe department 
is “hiding” of unwanted pairs, accord- 
ing to Edward Maulden, women’s shoe 
buyer for Northrop’s department store, 
here. 

“We have found that a woman as a 
general rule will give us a good idea 
of what she wants in style, price and 
size,” Mr. Maulden explains, “and we 
will immediately show her the nearest 
style to what we believe she means— 
even if this requires bringing out 20 
pairs of sport shoes. Six out of ten 
customers will find what they want 
within the first three pairs shown—but 
the remaining four are the type of cus- 
tomer who ties up a salesman’s time 
for as long as an hour, and can quite 
easily throw the department into con- 
fusion, unless some definite step is 
taken to cut down on the number of 
pairs which must be shown. 

“Our policy is this—if the woman 
decides she doesn’t want the shoe she 
mentions after all, and asks to see 
something else, we at once place the 
original shoe back in stock, hiding it 


TAS IE 
Shoe Re-Shaping Devices 


es, Alter Shoes to Fit 
74 Abnormal Feet 


Make the necessory 


fitting adjustments to provide 


DUNDE SHOE RE-SHAPING DEVICES. INC 


753 Irola St., Los Angeles, Cal. 


completely. As soon as any shoe ap- 
pears to be discarded, it is the sales- 
man’s responsibility to hide it away 
immediately, so that there is no dis- 
traction or uncertainty fostered by 
seeing several good pairs at once. In 
this way, the customer’s attention is 
narrowed down to a shoe toward which 
she is favorably disposed, and we can 
keep our stock clean with only a few 
pairs out at a time. 

“Naturally, this places a bit of extra 
work on the salesman, but at the same 
time it helps the customer make up her 
mind more rapidly, and eliminates the 
necessity of digging out as many as 
a dozen similar styles. We have found 
time cut by as much as 75 per cent.” 


Shoe Man Honored 


DENISON, Iowa—Virgil Nelson, pro- 
prietor of the Nelson Shoe Store, who 
is president of the Denison Junior 
Chamber of Commerce, was presented 
with a Jay Cee gold key in recognition 
of his outstanding work to forward 
civic enterprise at the recent annual 
dinner at Hotel Denison that was at- 
tended by 60 persons. 

The selection was made by the com- 
mittee especially on Mr. Nelson’s 
merits as financial chairman of the 
1940 fair and livestock exposition and 
his work in civic, religious and patri- 
otic groups. The award, an annual 
affair sponsored by local Jay Cee 
groups for outstanding young men 
under 36 years of age, was presented 
in behalf of local, state and national 
Junior Chamber groups. 


Phillip Bros. Store 
Being Enlarged 

Cicero, ILL.—The Phillip Bros. Shoe 
Store, 4906 Cermak Road, here, is be- 
ing completely remodeled. This store, 
one of the largest independent retail 
family stores in Cook County, will be 
considerably enlarged, both the front 
and interior remodeled and new fur- 
nishings installed. 





Mexican Huaraches 


A Year-Round 
Profit-Maker 
Rapid 


Mexican Indians weave by 
hand our sturdy, comfortable, smart looking flat 
heel huarache from strips of steerhide leather. Do 
not confuse this shape-holding huarache with similar 
imitations. Each pair has quaint, individual mark- 


ings 
SIZES . . MEN, WOMEN, BOYS 
COLOR: Natural beige steerhide 
PRICE: $1.30 per pair net, F.O.B. Houston 
Due to low price for this quality all orders are 
cash or C.0.D. Sample pairs on request Inquiries 
invited. 


Don't Delay—Order today 
Due to demand production limited. 


JOS IMPORT 


COMPANY 
P. O. Box 2201, Houston, Texas 























Russell B. Agnew 


CuicaGco, ILL. — Russell B. Agnew, 
well known shoe retailer here for 40 
years, died January 28 at the age of 
57. His wife, Grace, survives him. At 
the time of his death he was a buyer for 
Nierman’s Bootery. 


Vogue Booterie Remodels 


Cuicaco, ILut.— The interior of the 
Vogue Booterie, neighborhood family 
shoe store at 4011 W. North Avenue, 
has been completely remodeled and re- 
decorated. A new color scheme of buff 
and blue prevails. Window backgrounds 
are also to be changed shortly, in keep- 
ing with the store’s policy of remodel- 
ing the windows twice each year, for 
the Spring and Fall seasons. 


Felix J. McMorrow 


Boston, Mass.—Felix J. McMorrow, 
who until his retirement several years 
ago, was head of one of Boston’s best 
known retail shoe stores for men, died 
recently at his home in Roxbury at the 
age of 81 years. 

His first store was in the North End 
district of this city, but later he moved 
to what is known as Newspaper Row, 
on Washington Street, where he built 
up a large business principally among 
men working in the financial and mar- 
ket districts. Funeral services were 
held February 3 in the Mission Church, 
Roxbury, followed by burial in St. 
Joseph’s Cemetery, West Roxbury. 

Mr. McMorrow, who was born in this 
city and who had lived here all his life, 
is survived by a son, Deputy Sheriff 
William J. McMorrow; and by three 
daughters, Mrs. Gerald Houghton of 
Woburn, Mrs. Herman Bohn of Ros- 
lindale, and Miss Helen McMorrow, 
with whom he made his home. 





